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This thesis examines the opinions of a sample of partners in account-
ing firms within the Republic of South Africa on the advertising of 
professional accounting services. 
The advertising of professional accounting services has become a 
highly contentious and complex topic. This thesis identifies eight 
issues related to the topic and examines the partners' opinions on 
these issues. In addition, the partners' opinions are examined in 
relation to the possible placing, means and methods of advertising 
of professional accounting services as well as the possible content 
of advertisements for professional accounting services. 
A methodology was designed to obtain the opinions of partners from 
all provinces of the Republic, from varying sizes of accounting firm, 
of varying ages and experience, and from both official language groups. 
The opinions were then analysed . 
The research findings show that a number of major differences of 
opinion exist within the profession, and that generally the present 
rules and regulations pertaining to advertising are in need of 
revision. This thesis makes a number of recommendations for 
revision as part of what should be an ongoing process. 
This thesis is only part of what needs to be done in this field. A 
great deal more research is imperative if a satisfactory set of rules 
and regulations for the advertising of professional accounting 
services is to be maintained. 
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CHAPTER 1 
, , I NTRODUCTI ON 
The advertising ,of professional accounting services is a highly con-
tentious issue. The opinions of members of the profession vary from 
those strongly in favour of lifting restrictions on advertising, to 
those who are strongly opposed to any lessening of restrictions. There 
are even those who would like to see more restrictive legislation. Un-
fortunately these opinions cannot be split conveniently into categories, 
for example, by stating that all partners from large firms support un-
res tri cted adverti si ng, or that all partners over the age of fi fty years 
, are oppo$ed to adverti si ng. The reason for thi sis that the issue of 
advertising a rrofessional service is a very personal one. It is 
impossible to consider all the factors , which go into the formulation of 
a partner's opinion of any particular issue, but through a survey of 
the literature available on the advertising of professional services, 
certain issues which have some bearing on the individual's opinion, 
emerge . A brief outline of these issues is presented below. 
Brief outl i neof issues affecti ng the adverti sing of professional 
accounting services ' 
It must be borne in mind that the issues listed below are not presented 
in any particular sequence. They are broadly divided into issues which 
suggest support for less restricted advertising and ' vice versa, and are 
simply presented to highlight the controversial nature of the topic. 
The issues are as follows: 
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I Issues which suggest support for the advertising of professional 
·atcounting ServiceS · 
Accountants are in business and logically should be able to use 
the tools of business, one of which is advertising, to promote 
themselves and their profession. 
Advertising is an acknowledged medium of communication, so why 
should accountants ignore it. 
If the accounting profession is to grow, advertising is essential. 
There are many areas of work undertaken by both members and non-
members of the profession, but because the non-members are 
allowed to advertise, the profession is losing ground in those 
areas . 
The public needs to be aware of the services the profession can 
offer, and can only be made aware if advertising is allowed. 
Advertising is already taking place in South Africa, for example, 
firms issue brochures under their names, have business cards and 
hold golfing afternoons, so why not allow unrestricted advertising? 
Advertising will enhance the image of the profession. 
Advertising will cause a decline in the cost to the user of 
accounting services , 
- 3 -
The quality of .work performed by the professional accountant will 
improve if advertising is allowed. 
II Issues .whichsuggestopposition to theadvertis;'ng of professional 
accounting services 
The professional man or woman placed service to his/her clients above 
profit making and therefore, is not operating a normal commercial 
business. Advertising is a tool of commercial business. 
The independence of the auditor, ~/hi ch is the keys tone of the 
profession, will be impaired if advertising is allowed. 
Large firms because they are w.ealthier, would be able to advertise 
to a far greater extent than the small firms and ~Iould therefore 
place the small firms at a disadvantage . 
Professionalism and advertising are not compatible and therefore, 
as the profession should aim at being as professional as possible, 
advertising should not be permitted. 
The South African Institute of Chartered Accountants should be respon-
sible for promoting the profession amongst the public. This will ensure 
that the advertising of professional accounting services is done 
tastefully. 
Advertising will tarnish the image of the profession. 
Advertising will increase the costs to users of professional 
accounting services . 
- 4 -
The quality of work performed by the auditor will decline if 
adverti si ng is a 11 owed. 
This thesis sets out to establish the opinions of partners in professional 
accounting firms on the advertising of professional accounting services. 
The object is to gain information which might assist in an evolutionary 
process of standards setting which is necessary in any worthwhile 
profession. It is the opinion of the researcher that the cracks of 
revolution are beginning to show, and that careful attention should be 
given to the cause, namely the present state of the rules and regulations 
applicable to the advertising of professional accounting services. 
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CHAPTER 2 
A SURVEY OF THE LITERATURE ON THE ADVERTISING OF PROFESSIONAL 
ACCOUNTING SERVICES 
2.1 Introduction 
A survey of the relevant literature reveals that very little of signif-
icance has been written on the advertising of professional accounting 
services. A great deal more has been written on the much broader concept 
of the marketing of these services, an aspect which is not covered by 
this thesis ( 1 ). 
As with any complex and controversial topic, there are a number of issues 
involved . This survey of the literature is divided, for clarity, into 
sections covering the more important issues. They are as follows 
2.2 The assault on professional codes of ethics. 
2.3 The influence of the profession in the United States of America 
on the profession in other countries, particularly South Africa. 
2.4 The advertising of professional accounting services and independence. 
2.5 The professional person's disdain for what he perceives to be 
marketi ng. 
2.6 The distinction between the various categories of accounting 
service and the need for rules and regulations which 
recognize this distinction . 
2.7 The advertising of professional accounting services and competition . 
2.8 Public awareness of the services provided by the accounting 
profession and the effect of advertising thereon. 
2.9 The effect of the advertising of professional accounting services 
on the relationship between the professional accountant and his 
client. 
2. 10 The effect of the advertising of professional accounting services 
on the relationship between the professional accountant and his 
fellow practitioner. 
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2.11 The effect of the advertising of professional accounting services 
' on the quality and cost of such services. 
2.12 The suitability of different media for advertising professional 
accounting servi ces and the appropriateness of the use of 
various advertising appeals. 
Each of these will be considered ' in turn in the following sections. 
2.2 The assault on professional codes of ethics 
Philip Kotler and Richard A. Connor identify the above issue as one of 
three forces with which professional accountants will have to cope (2). 
They maintain that pressure will be brought to bear from within the 
profession and from external sources for the professional code to 
loosen up on the regulations pertaining to advertising and soliciting. 
Hearne J.J. and Beckingsale C. express the assault on the code of ethics 
slightly differently, but in essence recognize the same problem. 
IIProfessionals as a whole have traditionally been 
accorded a privileged position in society and have 
worked with a privileged minority. However they 
now serve and depend upon companies,institutions 
and the public at large. Codes of ethics in all 
professions are being assaulted which is typical of 
the attacks on elitism of any form, and reflects the 
strong undercurrent of egalitarianism which exists 
in most advanced western economies todayll (3). 
In the opinion of the researcher the profession can, to a limited extent, be 
described as elitist, due to the fact that the requirement of their 
services is guaranteed by law, namely the Companies Act 1973 which 
stipulates that all companies be audited. This could be seen as 
resulting in a monopolistic and over-protected service industry. 
- 7 -
Hearne J.J. and Beckingsale C. claim that: 
"The assailants of the prof essional body believe t hat 
the attitude and approach of the profession is depriving 
the business man and the public of information, freedom 
of choice and competitive services" (4). 
In the United States of America the formal assault by the Federal Trade 
Commission on the professional codes has caused the professions to make 
alterations to their codes. For example, The Federal Trade Commission 
(FTC) has moved against the American Dental Association claiming that 
its ban on advertising of fixed prices for services has prevented 
dentists from seeking new patients (5) . The Federal Trade Commission 
has also moved against the American Medical Association alleging that 
the doctors ban on advertising prevented competition (6) and the 
Justice Department filed an anti-trust suit against the American Bar 
Association contending that its advertising ban restrained price compe-
titi on among 1 awyers (7 ) . 
As a result of Federal -Trade Commission investigations and Justice 
Department deliberations over the question of advertising rules in the 
accounting profession, the American Institute of Certified Public 
Accountants moved to amend their regulations on advertising. 
At this stage the social climate in South Africa may not be particularly 
fertile for this type of "social activi s t " action to be brought against 
the professions, but for the accounting profession in South Africa, it 
may be wise to take heed of the words of Carl A. Craig: 
"Ther e is little to be gained by standing in opposition 
to the tide of history as perceived by social activists 
with court backing . In other wor ds either the accounting 
- 8 -
profession modifies its advertising ethics or it will 
be modifi ed for its membership by t he courts " (8) . 
2.3 The influence of the profession in the United States of 
America on the profession in other countries, particularly 
South Africa · 
The rules and regulations applicable to the advertising of professional 
accounting services in the United States are far less stringent than in 
South Africa . This could affect the profession in South Africa because 
a number of firms operating in South Afr ica have direct links with the 
U.S.A . These links can be : 
(i) An association through the professional firm, 
(ii) An association through the client where the client is a 
subsidiary of a United States company. 
Influence may be brought to bear on the local firms to adopt marketing 
methods as practised in the United States which, as indicated, has far 
more lenient legislation with regard to advertising and sol icitation . 
Martin Shandling writing in the South African Chartered Accountant had 
thi s to say : 
"The Accounting Professions in South Africa and in the 
United States of America have the same origins - Great 
Bri tain . 
Today, however, the profession in America operat£s i n 
many ways which would send a shudder through the spines 
of any self- respecting C.A. (SA) steeped in the traditions 
of professional behaviour spelled out in those immutable 
green pages known as the Rules and Etiquette. 
Puhlic accounting in America today is a fast -mol)ing, dog-
eat- dog world, where 'hustle 's the name of the game '. 
Junior clerks barely capable of forming proper tick-marks 
talk glibly over lunch about their firm 's 'growth potential ' . 
Aspiring supervisors discuss 'new business' they 've brought 
in. Dare-devil managers tell hair- raising stories of last-
- 9 -
minute flight changes made at airports when they spotted 
a 'potential client' about to board a plane headed in the 
same general direction as their own. 
Staff partners sternly hand out forms requiring aU 
employees to enter details of all clubs> societies and 
social programmes that they are involved with in the 
spare waking moments their jobs allow. Weekly in-office 
news digests record with wild enthusiasm details of 'new 
acquisitions' and the luckless competitors from whom the 
prey was snatched" (9). 
Wilfred Levitt has no doubt that the American influence will spill 
over into South Africa, 
"It seems that inevitably advertising 
profession will come to South Africa. 
Of when" (10). 
in the accountancy 
It is only a matter 
Hans Burggraaff, at the time a member of the International Accounting 
Standards Committee, does not agree that the lead set by the United 
States of America in lifting restrictions on advertising will necessar-
ily be followed. He questions whether the profession worldwide is 
moving in the right direction, 
"We perceive notions that the profession is becoming 
more and more commercial and less and less professional . 
You can see it in the advertising issue> you can see it 
in competitive bidding and in a number of other phenomena. 
We are very concerned about it because we feel that as 
soon as we allow our profession to be some sort of commerce 
set-up we will seriously damage it> because the public> in 
general is not in the position to assess the quality of 
our services" (11). 
It is interesting to note that the Netherlands, from where Hans 
Burggraaff comes, decided in Council not to relax but to strengthen 
the prohibition on advertising and other commercial activities. 
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Whether or not the U.S.A. will have any direct influence on the South 
African profession remains to be seen. As yet no steps to follow the 
United States have been taken. 
2. 4 The Advertising of Professional Accounting Services and Independence 
Statement 3102 on Auditofs Independence, issued by the South African 
Institute of Chartered Accountants states that: 
"Independence, in relation to an auditor in the 
performance of his duties, invoZves a combination 
of the highest standards of professionaZ ethics and 
integrity and it is of the utmost importance to the 
profession that the generao pUbotc r etain cont~aence 
in that i ndependence ...... an auditor must not only be 
independent but' must be seen to be independent" (12). 
Independence is generally recognized as the most important character-
istic of the auditing profession and is unique to the accounting pro-
fession when compared to other professions. \~hen a member of another 
profession, for example the legal profession, is engaged by a client, 
the intention is that the client and the professional will work together 
for the betterment of the client. For this service the client will pay 
a fee . The lawyer seeks to defend his client in terms of the law, he 
has the full co-operation of his client and they share a common intention, 
that is to gain a satisfactory outcome for the client. The doctor 
seeks to treat his patient, once again with the co-operation of his 
patient and once again professional and client will have a common 
intention, to gain a satisfactory outcome for the client. 
The audit situation is not the same. Firstly the association between 
professional and client arises out of a statutory obligation (Section 
269 of the Companies Act, 1973). The choice of who the auditor shall 
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be is left to the client, the choice of whether he wants an audit is 
not. Although the co-operation of the client is sought and usually 
given, client and auditor do not share a common intention, in that the 
audit examination, and the performance of the attest function, is solely 
the task of the auditor. The intention of the audit is that the auditor 
be in a position to form an opinion on the fair presentation and not to 
gain a satisfactory outcome for the client. Carey J.L. and Doherty W. 
state that : 
"The concern for independence is a unique aspect of the 
public accounting pl'Ofession and is directly related to 
perfoY'mance of the accreditation function in attesting 
to the fairness of financial statements. since the only 
product of attestation is the credibility added to finan-
cial information by the audit report, it is essential that 
the auditor be independent and be so perceived by users of 
audited financial statements. No credibility can be added 
without the auditorls independence" (13). 
It is not possible to list every situation where the independence of the 
auditor will be impaired. It is a decision the auditor himself must make. 
This decision is determined in the light of all relationships or circum-
stances relevant to the situation. 
Carey and Doherty go on to say that : 
"The auditor must assess his relationsh1:ps with his client 
to determine whether his opinion would be considered 
objective and unbiased by one who has knowledge of all the 
facts. In other words he must not only be independent but 
must not appear to be otherwise (13). 
Carl S. Chiltern Jnr considered that one circumstance which must be 
considered by the auditor in determining his independence is adver-
tising. He suggests that advertising of nrofessional services could 
affect the auditor's independence. He considers that each practitioner 
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should ask himself, when considering a course of action regarding 
advertising, "win my independence be i mpaired"? (14). 
A Clayton Ostlund, who was an ex officio member of the American Institute 
of Certified Public Accountant's task force on advertising, and who at 
the time of writing the article to which reference is made below, 11as 
chairman of the professional ethics executive committee of the AICPA, 
disagrees . In answer to the traditional argument that advertising 
impairs independence he states: 
"No one has yet s tat ed how obtaining a client by adver-
tising i mpairs a Cer t ified Publi c Accountant~ i ndepend-
ence, s ince truth ful adver tising i s just a means of 
i nf orming potentia l clients t hat services ar e avai lable " (15) . 
The researcher bears some sympathy with this view. The independence of 
the auditor relates to his attitude in the performance of his duties 
and should have nothing to do with his appointment . However, where 
factors which will affect the performance of his duties are introduced 
into the securing of an appointment, his independence may be impaired. 
For example, if an auditor advertises that he guarantees a reduction in 
audit fees, and in doing so obtains an audit engagement , the performance 
of his duties may be affected and so too his independence. In effect 
the auditor who advertises in this manner is placing restrictions on 
himself and once he does so he cannot act entirely independently, and 
certainly would not appear to be independent. 
A. Cl ayton Ostl und does not make di rect reference to the type of 
situation described in the paragraph above . However, it i s interesting 
to note that he uses the words 'truthful adverti s ing' . The situation 
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where the auditor makes promises or guarantees in an advertisement would 
be in effect untruthful advertising as he is not in a position to make 
any such promises or guarantees. 
As can be seen by the views presented in this section, the effect that 
advertising will have on the auditor's independence is, in itself, a 
controversial issue. 
2.5 The professional person's disdain for what he perceives 
marketing to be 
Kotler and Conner state that professionalism is a blind spot which keeps 
professional accountants from acting to achieve their goals, and they 
show a disdain for commercialism. Few of them like to think of them-
selves as businessmen. Many show hostility to any suggestion that they 
are motivated by money rather than service to their clients (16). 
Hearne and 8eckingsdale concur with Kotler and Conner but in doing so 
suggest that the real problem is that professionals see marketing as 
selling, and selling is not consistent with the behaviour,standards or 
ethics of the professional accountant. They point out that although 
marketing is an acceptable concept t o large corporations (for whom no 
doubt the auditors have great respect), it is totally unacceptable to 
the professional. 
"A well pLanned mapketing pT'ogT'am is an acceptabLe 
concept to the Coca CoLa COT'poT'ation OT' CoLgate 
PaLmoLive, indeed it is an essentiaL management 
discipline, but to many pT'ofessional peopLe the 
phmse i s anathema . It has oveT'tUT'es of selling" (17). 
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Hearne and Beckingsdale attempt to explain the reason why professional 
accountants have disdain for what they perceive marketing to be> 
"Marketing would lead to unrestricted competition 
resulting in price competition and thereby a lowering 
of standards of integrity and service" (18). 
The researcher submits that this issue is essentially as follows: 
The professional accountant sees marketing, advertising and selling 
as being one and the same. Disdain for marketing, or rather what he 
understands as marketing, precludes him from giving due consideration 
to the question of advertising. As Kotler and Conner point out 
"Advertising is not synonomous with marketing> it is a 
part of marketing. Marketing does not simply mean 
selling. By serving and satisfying clients'needs through 
delivery of appropriate services on a paid basis in a 
manner consistent with creditable professional goals and 
norms a firm will be engaging in professional service 
marketing" (19). 
Perhaps it is more succinctly put by Donald L. Atwell who states that 
restrictive rules against advertising are: 
"rooted in the fear that without a restriction of 
advertising> members of the profession will resort 
to neon signs and men wearing sandwich boards in 
ordEr to att:mct new clients" (20). 
He may have a point! 
2.6 The distinction between the various categories of accounting 
service and the need for rules and regulations which 
recognize ·this distinction 
The distinction between the various categories of service becomes 
necessary because of two factors : 
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(a) the degree of independence associated with each 
category, 
(b) the fact that in two of the three categories of service 
offered,members of the accounting profession compete with non-members 
for assignments. 
Before the significance of the above two factors can be fully under-
stood it is necessary that the three categories of accounting service 
offered, be discussed. 
2.6.1 Categories of Accounting Services 
Category 1 - The Audit Function 
Traditionally the audit function has been the auditors primary source 
of income. The reason for this is that in terms of the Companies Act 
1973 all companies, both private and public, must have an annual audit 
performed. The right to perform an audit is granted, in terms of The Public 
Accountants' and Auditors' Act of 1951, to those persons who are reg-
istered with the Public Accountants' and Auditors' Board as being in 
public practice. 
The contract to perform an audit is entered into by the shareholders of 
the company and the auditor, not the company itself as a legal person 
and the auditor. It should be noted that the shareholders have the 
right to appoint whom they wish to act as auditor, but they have no 
choice as to whether they want an annual audit performed. This is 
obligatory in terms of the Companies Act, 1973. 
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The intention of the audit is for the auditor to be in a position to 
report to the shareholders that, in the opinion of the auditor, the 
financial statements fairly present the financial position of the 
company at a specified time and the results of its operations for a 
specified period. In effect the auditor is giving the shareholders of 
the company an independent opinion on whether the financial statements 
fairly reflect the performance of the custodians of the shareholders' 
assets, namely management. 
It is obvious that without the highest degree of independence being 
present, the audit loses much of its intention . 
Two important points emerge from the above discussion. Firstly, that 
an extremely high degree of independence is required by the auditor when 
performing the audit function, and secondly, that as a result of 
legislation, members only compete with members for audit assignments. 
Category 2 - Management Advisory Services 
The second category of professional services offered by the profession 
has been labelled Management Advisory Services and may cover anything 
from recommending a new internal control system, to investigating an 
alleged fraud, to recruiting staff for a client company. This category 
of professional service differs significantly from the first (audit 
function) in that it does not arise out of any legislation . A manage-
ment advisory service contract is usually entered into by the manage-
ment of the client company out of their own free will. Both parties 
work in co-operation to ensure the successful fulfillment of the contract. 
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As a result an important distinction between management advisory 
servi ces and audi t servi ces arises, name ly the degree of independence 
which is required by the auditor/accountant. 
As there is no legisl ation which makes management advisory services the 
privilege of any single group, the accounting profession finds itself 
competing in a market serviced by numerous other institutions. As the 
other competitors in this market are not bound by any stringent pro-
fessional codes of conduct as regards advertising, it is logical to 
assume that members of the profession who are bound by a professional 
code of ethics are being placed at a distinct disadvantage by their own 
professional body. 
Category 3 - Taxation, and Estate Planning Services 
In many instances the type of work carried out in the areas of taxation 
may relate directly to the basic audit assignment or to a management 
advisory service. However it can be separately identified and grouped 
with estate planning because both types of work share a common potential 
market. 
As in the case of management advisory services, this category of service 
arises out of the free will of the person who, or the institution which 
requires the service. Once again there is no legislation to say who may 
or may not offer these services. As a result the professional accountant 
finds himself competing in a market against individuals and institutions 
who are not members of his profession. Because he cannot advertise, he 
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is at a disadvantage . As the editor of the Austral ian Accountant 
stated 
"The hGX'd sell shop front 'tax professional' is seen 
as a t hreat, making inroads int o the bus iness of 
accountants . ...• " (21). 
Logically this category of work could be vastly increased to the 
benefit of both the profession and the user, and yet the profession 
chooses not to project itself, in any way, towards the general public. 
It is quite natural for the average family to be exposed to a number of 
different professions in the normal course of their lives. The doctor, 
the dentist, the teacher, and very often the lawyer are part of their 
living pattern, but it is indeed rare to hear nersons, not in business, 
refer to their accountant. A comparison between the accounting pro-
fession and the above professions is not altogether fair because the 
use of the professions mentioned above comes about due to the users' 
needs or obligations. If you are ill you require the medical profession, 
the law of the land requires that you attend school, and various normal 
occurrences requi re contact with the 1 aw . There is, howeve r, no 
apparent need to be filled by the professional accountant. A great 
deal could be done to develop a market to the benefit of the profession 
and the public, particularly in the areas of taxation and estate 
planning, be it simply for the submission of yearly tax returns, or for 
personal financial and estate planning . 
As has been pointed out, this category differs from category one in that 
the servi ces given woul d be requested by the cl ient and not forced upon 
them by law . The accountant, in his role as taxation advisor or estate 
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planner, would be working for his client and would not require the same 
degree of i ndependence as he would when performing his attest functi on. 
The available literature on the advertisin~ of professional accounting 
services does not identify the varying degree of independence required 
by the auditor/accountant when offering the three categories of service, 
other than by implication . There can be no doubt that a lesser degree 
of independence is required in non-audit engagements. Therefore, if, 
as submitted previously in this chapter, advertising is a factor which 
will affect independence, the effect wi ll be less on non-audit engage-
ments. The very fact that reference is made to auditor's independence 
and not to accountant's or advisor's independence, underlines this 
argument. It is further submitted by the researcher that if advertising 
has an effect on independence, it can only be in the audit function. 
The other distinction between the three categories of accounting 
services , namely, that in the latter two categories members of the 
profession compete with non -members, i s identified in the literature . 
In a s t udy conducted by James H. Sellers and Paul J. Solomon in the 
United States of America, the following hypothesi s was put to 
respondents : 
"Practitioners would tend to be more favourably 
inclined toward advertising in those areas in which 
non- Certified ~"blic Accountants practice and where, 
in fact , those non-Cer tified Public Accountant 
practitioners already advertise" (22 ). 
It was expected tha t the three categories would rank as follows 
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(a) management advisory services would rank the highest on 
desirability for advertising, 
(b) taxation practice advertising would be less desirable, and 
(c) in the audit function little or no advertising would be 
desirable (23) . 
No indication vias given as to why a distinction was made between the 
expected results for taxation practice advertising and management 
advisory services advertising. 
As Tab 1 e 2.1 be low ill us trates, the hypothes i s was not supported 
TABLE 2.1 : The desirability of advertising for each of the three 
categories of accounting service offered by the ·profession 
Servi ce Allow all Allow restricted Allow no Advertising adverti si ng advertising 
Audit 12,3% 38,4% 49,3% 
Tax 20,5 44,3 35,2 
MAS 23,5 42,1 34,4 
From Sellers, J.H. and Solomon, P. CPA advertising: oplnlons of 
the profession . The Journal of Accountancy, February 1978, 
pg 70, Table 3. 
As can be seen from the table, expectations of the researchers, Sellers 
and Solomon, were not fulfilled. Instead of finding that 'little or no 
advertising would be desirable for the audit function' they found that 
50,7% of respondents felt some adverti si ng should be allowed for the 
audit function . Thus rather than being uniformly against the advertising 
of the audit function, the profession was sharply divided on the issue. 
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Although the responses for management advisory services compared to 
taxation services differed only slightly, Sellers' and Solomon's expect-
ation that 'management advisory services would rank highest on desir-
ability of advertising', was met . 
It is submitted by the researcher that there is a clear distinction 
between the audit function and the other two categories of accounting 
service . Furthermore, it is submitted that where members of the account-
ing profession compete with non-members for engagements, a strong, case 
can be made for allowing the advertising of these accounting categories . 
2.7 The Advertising of Professional Accounting Services and Competition . 
It is often contended that if advertising is allowed it will lead to an 
increase in competition. Hearne and Beckingsale claim that 
"The thrust of t he case against advertising of 
professional services i s that i t would lead to 
unrestrained competition .. . .. " 
and that this would lead to a "lowering of standards and integrity" (24). 
Max Block in addressing the topic of competition and its impact on the 
profession, posed the following questions (25) : 
(aJ Is our profession gettir~ to look and act i ncreasingly 
like the commercial world with its principal emphasis 
on power and profi t? 
(bJ Will we necessarily gel unmeshed, like competitive 
commercial companies, seeking to thwart competition 
and have t he end justify the means? 
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He proceeded to answer these questions in the following manner; 
"Competition is the guiding spirit of the free enterprise 
system and is institutionalized in laws prohibiting 
restraint of trade. Classical economics holds that free 
competition will assure lowest .prices, highest quality 
and the best service. History, unfortunately, dOes not 
support this view unqualifiedly. 
In reality we find that some of the most ardent 
advocates of free enterprise, and less ardent ones, dO 
all in their power, legally and often illegally, to 
avoid free competition. The business news contains 
frequent mention of charges against leading companies 
of actions in restraint of trade, misleading advertising, 
price fixing, dividing territories, interlocking boards, 
monopoly, and other improper or illegal practices. No 
wonder that the terms 'jungle' and 'dog eat dog' are 
applied to the competitive strivings of business. 
Accountants, too, have competed, some very aggressively. 
Competition prevails among the large firms, among the 
smaller firms, and between large and small firms. 
However, though many complaints are heard, the compet-
itive efforts of accounting firms have not been as 
aggressive and ruthless on the whole as those of their 
business counterparts. This is due to various reasons, 
including : accounting is a much younger activity than 
business; it is a profession serving the public interest; 
accountants have been proscribed, until recently, from 
open advertising and solicitation. But accountants are 
increasingly emulating business, becoming big business, 
and succumbing to the lure of size and profit" (26). 
Although not condemning competition amongst accountants, one can sense 
from the above quote that Block fears that the professi on wi 11 "get 
to look and act increas1:ngly like the commercial world with its 
principal emphasis on vower and vro:it" (27) ' The suggestion is that 
one of the reasons for this is the lifting of restrictions on open adver-
tising and solicitation. 
This fear that advertising could lead to a more ' commercial' accounting 
profession is shared by Carl S. Chiltern who urges that the profession 
should not permit competitive conditions vlhich could be brought on by 
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the lifting of advertising restrictions, to turn the profession into a 
commercial industry (28) . But he goes on to say that: 
"There is plenty of competition in the profession, and 
there will be even more . We can compete and still 
maintain our professionalism. Professionalism is a 
state of mind, a way of doing business , a commitment 
of service to others. It encompasses some old fashioned 
virtues such as dealing fairly with clients and fellow 
practitioners, independence of mind in all professional 
work as well as the highest quality of work at all times. 
If we succeed, our profession will continue to grow in 
stature and wi U be serving the pub lic interest affect-
ively" (29). 
2.8 Public Awareness of the Services provided by the Accounting 
Profession and the effect of advertising thereon 
The relationship between the profession and the pub l ic is not an obvious 
one, but it is a vital one. The auditor may be regarded as the umpire 
of the business world; he should be, and should be seen to be an inde-
pendent party who by his reporting function, assists with the maintenance 
of business practice acceptable to the public in general. The accounting 
profession should be seen to act with dignity and ~';sdom. Hhether this 
is in fact the case is doubtful. Howard F. Stettler writes : 
"The uninformed are still likely to picture the auditor 
as a wizened individual wearing the traditional green 
eyeshade and sleeve garters. They would expect to find 
him perched atop a high stool, counting money or metic-
ulously adding long columns of figures, and gaining his 
sole pleasure in life from the apprehension of luckless 
persons whose books failed to balance or whose cash 
account proved to be short" (30). 
Although people well acquainted with the business and financial world 
recognize the professional auditor as highly skilled, reliable and 
competent, there are many others who have failed to recognize that he 
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is a far cry from his turn of the century counterpart. The professional 
accountant operates and exists in a fast-moving, vibrant business 
environment, an environment that is continually experimenting with new 
ideas, new products, new marketing methods and a host of other matters, 
all of which have direct bearing on the professional accountant. He 
should project an image which indicates that he is equal to the situation, 
and by his actions he should prove that he is equal. It is submitted by the 
researcher that advertising of the profession and the services it offers 
would assist in the projection of a suitable image . 
As t1ax 8lock states : 
"Advertising and promotion have a legitimate social and 
economic purpose in the profession as well as in business. 
This legitimate purpose is to inform the public of valuable 
services that are available and of which the public may be 
unaware. This legitimate use of advertising and promotion 
develops the entire 'market ' to the benefit of the public 
and the professions " (31). 
Michael K. Lowry, whilst recogniz ing that the rublic is not sufficiently 
aware of the accounting profession, does not see advertising as the 
solution to the problem', 
"The accountants' tradiNonal ban against advertising was 
established in the public interest. Competitive adver-
tising would encourage widespread deception by professionals 
seeking business> predictably misleading the layman . 
Furthermore> certain clients would inevitably anticipate 
unreali stic expectations from their accountants> creating 
d1:strust to/uard the pr ofession. We should not tolerate any 
impairment of the public's confidence in our ability to 
provide professional services . Our client relationship is 
unique and should not be established as a result of pressures 
or deceptions exerted by advertising. It has been frequently 
demonstrated in the past that confidence is best preserved 
by strict self- imposed controls over advertising. 
It is ackno,,'Zedged that effectiveness of the traditional 
se lection process has been somelJhal; impm:red by a rapidly 
changing business environment . Often the reputations of 
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accountants are not sUfficiently known to enable 
laymen to make intelligent choices . Also, the 
accounting world is becoming increasi ngly complex 
and specialised. Thi s makes selecti on of accountAInt s 
part icularly awesome for the layman since i t is so 
diff icult t o determine an accountant 's competence to 
render adequately the various types of accounting 
service available. In view of these cir cumstances 
selection of an accountant by the layman should be a 
resul t of the advice and recommendations of third 
parties, relatives, f riends , acquaintances, business 
associates and other accountants . A layman is best 
served by recommendations which are di si nter ested 
and i nf ormed. 
Competi tive advertising should not be permitted. Our 
profession ' s integrity and credibility are at stake and 
the price is too high" (32 ) . 
The important points emerging from the above quote are as follows : 
1. Competiti ve adverti si n9 wou l d encourage ~/i despre ad decepti on 
by professionals seeking business . 
2. Clients would inevitably anticipate unrealistic expectations 
from their accountants creating distrust toward the profession. 
3. No impairment of the public ' s con fi den ce in our ability to 
provide professional services should be tolerated . 
4. It must be acknowledged that the traditional selection 
process has been impaired by a r apidly changing business 
environment and that the reputati on of accountants is not 
suffi ci ently known for those seek i ng an accountant to make an 
intelligent choice. 
In the opinion of the researcher this point amounts to what 
the assailants of the present restr i ctive adverti s ing l egislation 
are saying, that is, give people the information they require 
about the profess ion in an ad vertisement so th at they are able 
to make an informed choice . However , Michael K. Lowry counte rs 
- 26 -
this by saying that the information needed to arrive at a 
decision to employ a particular accountant, should come not 
from advertisements but from the advice and recommendations 
of third parties, relatives, friends, acquaintances, business 
associates and other accountants, assuming that these parties 
are disinterested, in the sense that they are independent of 
the outcome of the advice given. This argument is hard to 
fault if one can assume that the parties will be independent 
and informed . However, in the opinion of the researcher what 
is more likely to be given, is a personal opinion of one 
particular firm and not an informed opinion born out of a 
knowledge of the strengths and weaknesses of the various firms 
in the market. 
5. Lowry, whilst conceding by implication, that adve rtising will 
make the public more aware, feels that competitive advertising 
should not be permitted as the integrity and credibility of 
the profession are at stake. 
In a 1976 landmark decision involving prohibition of ad vertising the 
prices of prescription drugs, the United States Supreme Court came out 
strongly in favour of the consumer's need for truthful, accurate and 
informative advertising. A key passage of the Court decision : 
"AdVertising, however tasteless and excessive it sometimes 
may seem, is nonetheless disserm:nation of information as to 
who i s producing and se l ling what product, for what reason 
and for what price . So long as we preserve a predominantly 
free enterpY'1:se economy the allocation of our reSOUI'ces in 
large measure will be made through numerous private economic 
decisions. I t is a matter of publi c interest that those 
decisions in the aggregate be intelligent and well informed. 
To this end the free flow of commercial information is in-
d1:spensib Ie " (3 3). 
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This ruling, in the opinion of the researcher, is signifi cant in that 
the contention that the public should have the necessary information to 
make intelligent decisions, has been recognized by the courts, albeit the 
courts in the United States of America. In effect this strengthens the 
hand of those people \~ho advocate i ncreas i ng pub 1 i c awareness of the 
accounting profession and the services it offers, by advertising . 
In a survey conducted in the United States of America by James H. Sellers 
and Paul J . Solomon, blo questions arose which have some bearing on the 
issue of public awareness and the image of the profession. In the first 
question posed, respondents (who ~/ere all Certified Public Accountants), 
were asked whether they felt that advertising professional accounting 
services would improve the image or would in fact tarnish the image of 
the profession . In the second question respondents were asked if 
consumers of accounting services would become more aware of the avail-
ability of services offered by the accounting profession . The results 
indicated that 66,4% of all respondents felt that advertising would not 
improve the image of the profession, but only 45,1% feared that the 
profession's image would be tarnished (34) . Although the majority of 
respondents felt that the ima ge of the profession would not be improved, 
69,8% agreed that advertising would make consumers of accounting services 
more aware of the availability of those services (35) . The researcher 
submits that the findings on these two questions are somewhat contra-
di ctory. If the public becomes more aware of what the profession is 
able to offer there will be far less "uninfoY'med (people) likely to 
pictuX'e the aud,:tor as a wizened individual wearing the traditional 
green eye shade and sleeve garter s " (36) . Advertising in this case woul d 
surely lead to an improved imaqe : 
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A survey conducted in Australia by Ogilvy and Mather (Australia) (pty) 
Ltd. involving a national sample of 1,134 members of the public, indi-
cated that accountants are seen by the public to spend most of their 
time with "columns of figu:r>es , taxation returns and company audits" (37). 
This illustrates that in the areas of management advice and taxation 
and estate planning, the professional accountant is not considered. It 
is submitted that this is simply because the traditional users of 
accounting services and the public are unaware that accountants offer 
these services. 
However, it is interesting to note a contradictory finding in a study 
conducted in the United States of America amongst accountants, attorneys, 
dentists, and physicians. It was found that in general, all four groups 
opposed advertising without restriction and did not feel that adver-
tising would make the public any more aware of the professional's 
qualifications or assist the consumer in ·making more intelligent choices 
of professional services (38). 
As can be seen from the preceeding discussion, the profession is 
sharply divided on the effect that advertising may have on public aware-
ness of the profession . When considering this issue, interested parties 
should consider the words of Lord Henry Benson, a personality well known 
to the accounting profession . In an address to the Royal Institution of 
Chartered Surveyors in London on October 15, 1980, he had this to say 
"Advertising, 01' worse still touting, is usually abhorrent 
to professional people . But I think we have been too 
restrained in t he past and can proper ly introduce re lax-
ations . The professions have for too long laboured under 
a cloak of anonymity and mystery . The public, especially 
those who have not been used to dealing with professional 
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persons in the past, ·must be able to find out what 
services are available and on what terms. In short, 
the public is entitled to obtain information about the 
experience of professional men and to have an indication 
of their charges before deciding to employ them. It has 
a right to shop around, and the existence of this right 
is stimulating to the members of a practising profession. 
Suspicion and discontent will be aroused if the public 
is allowed to believe that competition is curtailed by a 
restriction on advertising. 
Advertising in the sense I am speaking about should be 
done in a dignified manner and only for the purpose of 
giving fair and proper information. Touting 01' adver-
tising which involves vulgar display 01' claims that a 
professional man is better than his colleagues, is dis -
tasteful and should be ruthlessly stamped on by the 
governing body. It is particularly important, in my view, 
to avoid 01' prevent competitive advertising in the 
press 01', worse still, on t he radio 01' on television. 
I suggest that, in order to get this subject into the 
right perspective and remove the emotion which attaches 
t:; it, we should refer to it as 'information for the 
public' rather than as 'adVertising'" (39). 
One method for increaSing public awareness which has been suggested is 
that the controlling body of the accounting profession should advertise 
the services of the profession on behalf of its members. 
In the course of its enquiries into the advertising of professional 
accounting services, the Australian Institute's Advertising Committee 
found that the institutional advertising previously undertaken by the 
professional body, had not received the support initially expected. 
The cause of this was apparently that members who were required to pay 
for the advertisements placed by the controlling body on behalf of 
members, were not permitted to have their names included in the adver-
ti sement (40) . 
However, in a subsequent survey conducted by the Advertising Committee, 
77% of respondents (all of whom were members of the Australian Institute 
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of Chartered Accountants) 'strongly agreed' or 'agreed' that 
"Institutional advertising by the Institute, explaining the services 
and skills of members is dEsirable" (41). 
Even though no institutional advertising campaign could satisfy the 
requirements of all members it is submitted that this form of adver-
tising would firstly assist in overcoming the lack of awareness that 
the pub 1 i c has of the' accounti ng profes s ion, and secondly woul d enhance 
the image of the profession. 
2.9 The effect of the Advertising of Professional Accounting 
Services on .theRelationship between the Professional 
Accountant and his client 
In accepting or continuing a professional assignment or occupation, a 
professional accountant should always have regard to any factors which 
might reflect adversely upon his integrity and objectivity in relation 
to that assignment or occupation. 
The relationship between client and professional can arise in two ways 
(a) Firstly, in the case of an audit assignment the appointment 
of an auditor is obligatory in terms of the Companies Act, 1973 
Sec. 269. The choice of auditor is left to the shareholders. 
The auditor in effect acts on behalf of the shareholders by 
reporting to them, an independent opinion on the state of the 
company's affairs . The independent nature of this relationship 
is vital and has already been discussed in this chapter under 
Section 2.4 
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(b) Secondly, a non-statutory relationship develops out of the 
free will of the professional accountant and the client. This 
type of assignment will not normally require the level of 
independence which the audit assignment would, but would still 
require the professional accountant to exercise a high degree 
of professional competence and in doing so, he would adhere 
strictly to the code of ethics and the rules of professional 
conduct. 
It is necessary to make the distinction between the two types of 
assignment because the effect of advertising on the relationship 
arising from the different types of assignment may be different. 
If the profess i ona 1 accountant is to gi ve an independent audit opi ni on 
he should be able to carry out his work uninhibited and free of res -
triction. He may be unable to do so if open solicitation and advert i sing 
is allowed because the atmosphere in which he operates may be altered . 
If advertising were allowed the audit client could be faced with a 
barrage of information including, no doubt, reasons why he should change 
his auditor. The client may be led to believe that his audit fees can 
be reduced, or that a particular firm of auditors is better able to 
handle his audit or simply that it is desirable to change his auditor! 
Wilfred Levitt writing in the South African Chartered Accountant, makes ref-
erence to an advertisement pl aced in Los An geles, U.S.A. which ran as follows : 
"You change your lawyer, your banker, your doctor and 
even your butcher. So if you are di ssatisfied why not 
change your auditor? Come and see us first . We 
guarantee more than a fraction of satisfaction " (42) . 
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This advertisement was remarkably successful, no less than 115 clients 
joined the firm as a result of this advertisement in one year (43). 
It is submitted that a situation could develop v/here no significant 
importance is attached to the relationship, and the development of the 
relationship, between professional and client. This would be a situation 
in which it becomes unimportant which firm of professional accountants 
performs the audit; the audit would simply go to the firm which manages 
to advertise the most aggressively and effectively and which offers the 
best dea l at the time the client is seeking an auditor . 
As Burggraaff states : 
"If the price at which oux' services are perfo1'l1led is the 
only thing that matter s to t he client there is a strong 
temptation for every practi t i oner to do as little work as 
he can. The client is the last one to make objections. 
The client would prefer the auditor not to do any exam-
ination at all and just to sign the accounts as presented 
to him. 
I feel that is the major issue befor e us and I think 
that we should view the advertising issue and the 
competitive bidding issue . .. . . in that context" ( 44). 
If the situation envisaged above was allowed to develope, it would be 
contrary to the present situation where the relationship between cl ient 
and professional is developed over time , a time during which the pro-
fessional is able to display to his cl i ent his adherence to the princi-
ples of ethics developed by his profession, namely , integrity , objectivity, 
i ndependence, confidentiality , technical and professional competence 
and in return the client shows that he regards the professional as a 
person who is reliable, competent and qualified to perform a meaningful 
audit from which he is able to form a sound opini on. 
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It is further submitted that the security of his position felt by the 
auditor may be in jeopardy if open solicitation and advertising are 
allowed . It must not be inferred from this that once the auditor has 
been appointed he should simply sit back and do the minimum, secure in 
the knowledge that to change auditors is an unusual step in the normal 
course of events. The qual i ty of hi s. work and hi s ab il i ty to di sp 1 ay 
to his clients the standards expected of a professional accountant 
should be the criteria by which the auditor is judged. He should not 
be judged on the aggressiveness, effectiveness and promises of another 
firm's advertising. It would be distasteful for the encumbered auditor 
to have his client bombarded by other firms. 
As Robert Turnbull, who was the Canadian delegate on an International 
panel discussion at the Si xth National Congress of South African Chart-
ered Accountants in 1979, said: 
" . . .. . in the fina l ana lysis it is the quality of the 
service and the reputation of a firm that will really 
enhance its growth and practice .. ... and not the fancy 
advert isements that may be put foruard" (45) . 
As was ment i oned earlier (see Section 2.5), advertising of professional 
servi ces may have a different effect on non-statutory as s i gnments . 
Wo rk carried out by a professional firm in the consulting field will be 
judged by the effectiveness of the advice given to the client. The re is 
usually a tangible outcome from such an assignment whereas the outcome 
of an audit is an 'opinion', the necessity of which is beyond doubt, but 
the usefulness of which is difficult to measure in finite terms. Adver-
tising by fi rms i s less li kely to have an effect on the rel ationship 
between the professional and the cli ent for whom a consul t ing ass i gnment 
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is being carried out because the client has results to help him make 
the decision as to whether to re-employ the same firm in the future 
should a need arise. The client is free to choose and in this sense 
the professional accountant may, prejudice himself by not advertising. 
In the audit situation the result of the audit is the audit report, the 
benefits of which are hard to measure and consequently different criteria 
might be used in deciding which firm of professionals to appoint for the 
following year's audit. Those criteria may be the aggressiveness and 
effectiveness of another firm's advertising. 
The relationship between the professional and his client is an important 
one and the effect which advertising will have on this relationship 
should be carefully considered. 
2.10 The Effect of the Advertising of Professional Accounting Services 
on the Relationship between the Professional Accountant and his 
fellow practitioner 
, Howard F. Stettler considers that one of the attributes which is common 
to groups that are generally recognized as having achieved professional status 
is "freedom from uninhibited competition so that practice may be carried 
on in an atmosphere of dignity and self-respect, with adequate opportunity 
for concentration on the improvement of services" (46). 
Essentially what Stettler is saying is that if competition is allowed, 
the self-respect and dignity amongst members of the profession will suffer. 
Advertising of professional accounting services would certainly create 
greater competition within the profession, but whether or not it will be to 
the detriment of the dignity and self-respect of the profession is debatable. 
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In the survey conducted by Sellers and Solomon in the United States of 
America, 61,6% of respondents indicated that they agreed that advertising 
could be used tastefully by the accounting profession (47), but at the 
same time 89,3% felt that there will always be a few firms who will 
advertise in a distasteful manner (48). Perhaps the distasteful 
advertising by these 'few firms' is what Stettler fears will affect the 
dignity and respect of the profession. If so it is not advertising 
per se which will affect the profession adversely but rather the dis-
tasteful advertising of a few firms . 
Nelson Luscombe supports the above contention. He questions whether 
allowing advertising is necessarily incompatible with maintaining pro-
fessional dignity. Whilst concurring with the findings of Sellers and 
Solomon (49) as regards the presence in the profession of a 'few firms' 
who will advertise distastefully, he states 
"Surely it is possible to compete openly with dignity, to 
present one ' s credentials to another 's client without 
impairing one 's integrity, or the integrity of the 
profession, or without risking the pubUc interest" (50). 
Carl S. Chiltern puts the problem very succinctly. He suggests that 
every practitioner, when considering a course of action regarding 
advertising, should ask himself "Will my relations with other pro-
fessional accountants be disrupted"? (51). In answeri ng thi s questi on 
members of the profession in South Africa should bear in mind the 
following extract from the R~les of Professional Conduct: 
"A registered Accountant and Aud1:tor in the practice of 
his profession . .... ... shall give his services w1:th 
absolute fidelity, shall be actuated by a spirit of 
fairness to his .... ... . fellow Registered Accountants and 
Auditors and, by his actions , shall endeavour to enhance 
the reputation and dignity of the profession" (52) . 
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Another issue which can be conveniently considered under this section is 
the affect that advertising would have on the relationship between the 
various sizes of professional accounting firm. Advertising could be a 
highly contentious issue between the large and small firms within the 
professional body. It is obvious that the larger and wealthier firms 
would be able to spend more on extensive advertising programmes than 
would the small firm. This could place tremendous pressure on the small 
firm and would inevitably lead to tension and friction within the 
profession. The result would be detrimental to the profession itself 
as the ethical code demands that the profession act as a united body, 
and retain its professionalism. 
In a study conducted on behalf of Arthur Andersen and Company in the 
United States of America, accounting firms in various size groups were 
asked a number of questions about the effect that advertising would have 
on their practices. The responses indicated that a "vast majority" of 
firms felt that advertising would cause pressure in the market place 
which would come mainly from the larger firms, because the larger firms 
had greater economic resources to devote to advertising if they chose to 
do so (53). 
Keith R. Mitchell has a slightly different view of the small firm/large 
firm advertising issue. He considers that the restrictive rules hit the 
small firm and those starting up in practice the hardest. However, he 
does not blame the restrictive rules themselves, but rather the fact 
that the large firms are able to gain significant exposure by somewhat 
devious means whilst operating within the existing rules (54) . He cites 
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as two examples the taking ofsubstantial advertising space by the major 
firms ostensibly for staff recruitment advertising, and the featuring 
of the major firms in headlines with favourable or critical comment 
(55). The thrust of Mitchell's argument is that the large firms are 
already advertising by means and methods which smaller firms are unable 
to match. He implies that to rectify the situation advertising restric-
tions should be lifted so that members could compete fairly (56) . In 
the opinion of the researcher this is not logical . The fact remains 
that larger firms will still get substantial exposure from the means and 
methods cited above, and will also have a free hand to use their resources 
for advertising their services if they wish to do so. -The fact that the 
rules and regulations allow advertising, will not make the situation any 
fairer as Keith R. Mitchell implies. 
On the question of what the effect would be of lifting the restrictions 
on advertising professional accounting services vis-a-vis large and 
small firms, the report issued by the Advertising Committee of the 
Australian Institute into professional advertising stated that one of 
the reasons that it supported the decision was that because of the high 
cost of advertising, the larger and wealthier accounting firms would be 
able to undertake more extensive advertising programmes than smaller 
practitioners. It is likely that this would make it more difficult for 
younger practitioners to enter into practice on their own account, 
creating a monopoly for the larger firms (57) . 
Finally in the opinion of the researcher, there is an important point 
that should not be forgotten when considering thlS particular issue and 
that is the segment of the market at which the l arge and small firms 
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would project themselves. The small firms would be able to promote 
themselves from a different angle, one that places emphasis on the 
personal attention that the small practice can give. With this 
approach the small firm may well corner a section of the market in 
which the large firm has no interest. The small firm should not, in any 
event be aiming at large clients as they are unlikely ·to have the 
resources to perform the audit to the standard required by the profession, 
What about the medium size firm? Very often they have a foot in each 
camp with a wide spread of clients ranging from very large to very small. 
It is unlikely that they have the resources to withstand the advertising 
and solicitation of the large firms who may have designs on their large 
clients. Already in South Africa we have seen many firms, both small 
and medium in size, swallowed up by members of the so called 'Big 9'. 
Perhaps those medium size firms who have managed to survive the takeover 
attempt on themselves will be unable to survive the takeover attempts on 
their clients should the rules and regulations on advertising become less 
stringent . 
The future of the profession as a whole must be looked at, but equally the 
position of the parts of the whole must be considered . The threat of 
polarization in the profession if advertising of services is to be allowed, 
cannot be overlooked. It remains another controversia l issue in a very 
complex problem . 
2. 11 The effect of the Advertising of Professional Accounting Services 
on the Quality and ·Cost of such Services 
In a survey carried out by Arthur Andersen and Company in the United 
States of America it was found that the public generally feels that the 
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quality of accounting services is high (58). This was followed up by a 
further study conducted amongst Certified Public "Accountants by Sellers 
and Solomon (59). Part of this survey dealt with the effect that 
respondents felt advertising of professional accounting services would 
have on the quality of such services. 73,1% of all respondents felt 
that advertising would not improve the quality of service but at the 
same time 52,7% of all respondents felt that the quality of service would 
not decline (60). 
Addressing the question of whether advertising vlill lower the quality of 
service rendered, A. Clayton Ostlund had this to say: 
"The true pr ofessional will render t he services necessary 
in the ci rcumstanaes no matter how he obtains the client . 
Regrettably, there will always be a few who will lessen 
the quality of service just to obtain t he engagement. 
These groups will probably follow thei r characteristi c 
behaviour patterns without regard to whet her the adver-
tising rule i s modi f ied or not" (61). 
Obviously,quality of service should be the basis on which a professional 
accounting firm is judged. Furthermore, quality is a sound basis 
for competition amongst professional accountants. Competition which is 
wholly or largely based upon promotional advertising, becomes dependent 
upon the inherent quality of the service rendered and the competency and 
efficiency of the practitioner concerned. As the Australian 
Institute of Chartered Accountants has stated 
"Professional reputation for skill and competence is 
establi shed by the manner in which an accountant conducts 
his pr ofessional practice and t he quality of the servi ces 
he offer s . The establishment of reputation by self 
adver tisement should not be permitted to supplant t he 
establishment of a prOfessional reputation by the 
traditi onaZ methods, as no amount of self promotion can 
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ensure a high degree of competence or quality of 
professional services" (62). 
The other aspect of this section (2.11) is the effect of advertising on 
the cost of accounting services. Hearne and Beckingsdale claim that the 
main th rust of the accounting profession's argument against advertising 
is that marketing of accounting services would lead to unrestrained 
competition resulting in price competition and thereby a lowering of 
standards of service . In effect they are saying that advertising would 
lead to lower costs and therefore lower quality of service. 
Although the above argument establishes a link between cost and quality 
of service, the more controversial aspect of the cost issue is 
whether advertising will cause t he price of accounting services to rise 
or fall. 
In the survey conducted by Sellers and Solomon the following two state-
ments were put to respondents 
(a) Legalized adver t i sing for accountants wi II 
result in lower prices for consumers of account-
ing services, 
(bJ Advertising should result in higher average prices 
for consumers of accounting services (63). 
All respondents were Certified Public Accountants. Some however, were 
in industry and commerce ,and would therefore be classified as consumers 
of accounting se rvice, whilst the balance were members of the profession 
still practicing within the profes sion . Of the respondents practicing 
in the profession, 26% agreed that advertis i ng by accountants will 
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result in lower prices for consumers of accounting services, whilst 
56,5% of respondents in industry and commerce, disagreed. 
In response to the second statement (see above), 28,5% of respondents 
practicing in the profession agreed that if advertising were allowed 
it would result in higher average prices for the consumers of accounting 
service. On the other hand, 69,1% of resrondents in commerce and 
industry disagreed (6~. 
Sellers'and Solomon's interpretation of the above figures was that, in 
general, accountants feel that advertising will have no effect on the 
prices of accounting services, but that professional accountants in 
practice feel that advertising is an additional element of cost which 
must be passed on to the consumer of accounting services, whilst the 
accountant in industry and commerce, being a consumer of accounting 
services, sees advertising as a competitive element in the pricing 
structure which may act to drive prices down (65). 
The findings of Sellers' and Solomon's survey as regards the attitude of 
professional accountants in practice to advertising cost, were consistent 
with those of John R. Darling who conducted a survey amongst professional 
accountants, attorneys, dentists and physicians (66), He found that all 
four professional groups believe that advertising increases the prices 
of products and services offered. 
The argument that advertisinq will increase the cost of accounting 
services was endorsed by the Australian Institute of Chartered Account-
ants. In their report arising from an investigation into the advertising 
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of professional accounting services they state that one of the reasons 
why they did not support the removal of any major restrictions on adver-
tising,was that advertising is expensive,and the cost of advertising 
must ultimately be passed on to the users of the services being adver-
tised. This would probably lead to increased costs without any corres-
ponding increase in the quality of service rendered (67) . 
No doubt the difference of opinion amongst members of the profession and 
the users of accounting services will continue. As A. Clayton Ostlund 
says when commenting on the contention that fees charged to clients will 
increase because the costs of adverti si ng vii 11 be passed on to them 
"This is the a:r>gument used against permitting any type 
of business. Consumerists counter it with statements 
that advertising may possibly reduce the cost of 
accounting services to the public, since it may prod 
firms to become more efficient in their operations in 
order to compete effectively" (68). 
2.12 The Suitability of Different t1edia for Advertising Professional 
Accounting Services and the Appropriateness of the use of 
various advertising appeals 
Very little information appeared in the literature concerning the placing, 
means and methods which might be employed by professional accountants 
wishing to advertise. Similarly,very little has been written about the 
content of the advertisement, or in other words, the advertising appeals 
which may be appropriate for the advertising of professional accounting 
services. 
However, in their study conducted in the United States of America, 
Sellers and Solomon addressed these issues . In one section of the survey 
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respondents were asked to rank the appropriateness of a number of diff-
erent advertising media for advertising professional accounting services. 
Table 2.2 below indicates the results of their enquiry. 
TABLE 2.2 The suitability of various media for the purposes of 
advertising ·ptofessional ·accounting services 
Very Very Media 
appropriate Appropriate Inappropriate inijppropriijte 
Newspaper 11 ,9% 
Professional Mag. 34,4 
Popular Magazine 2,5 
Television 2,5 
Radio 2,2 
Bi 11 board 1,1 
Di rect Mail 8,5 
ADAPTED FROM: SELLERS J,H. 
Opinions of the Profession. 
page 74, table 5. 
58,3% 19,4% 10,3% 
58,6 3,3 3,6 
24,3 47,2 26,0 
13,4 46,6 34,4 
17,9 43,3 36,6 
5,6 36,2 57,1 
38,9 25,1 27,6 
and SOLOMON P.J., C.P.A. Advertising: 
The Journa l of Accountancy, Feb 1978, 
In another part of the survey respondents were asked to rate the approp-
riateness of five types of advertising appeal . Table 2.3 below indi-
cates the responses they recei ved • . 
TABLE 2.3 The appropriateness of various types of content in 
advertisements for professional accounting services 
very Very Content appropriate Appropri ate Inappropri ate . i nappropri ate 
Avail abil ity of 
Servi ces 39,0% 
Profess i ona 1 
Credenti a 1 s 25,9 
Pricing of Servo 6,6 
Specialization 26,2 
Qual ity of Service 11 ,6 
-
ADAPTED FROM: SELLERS J.H. 
Opinions of the profession. 
page 74, Table 4. 
53,3% 4,1% 3,6% 
51,2 15,2 7,7 
26,8 36,5 30,1 
55,8 9,9 8,8 
22,4 32,1 33,8 
and SOLOMON P.J., C.P.A. Advertising : 
The Journal of Accountancy , Feb 1978, 
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No other surveys of this nature were forthcoming in the literature, but 
it is submitted by the ' researcher that the survey discussed above, is a 
satisfactory basis on which to build an in depth survey into the 
suitability of different types of media for advertising professional 
accounting services, and for determining the appropriateness of 
various advertising appeals. 
CONCLUSION 
This chapter set out to identify,through the available literature, the 
issues surrounding the question of advertising professional accounting 
services. In an attempt to add clarity to the surveY,and to be in a 
position to set up meaningful hypotheses, the researcher has streamlined 
the chapter into the eight issues around which the hypotheses were 
developed. 
The issues are as follows : 
1. The acceptabil ity of the present state of the rules and 
regulations pertaining to the advertising of professional 
accounting services . 
2. Independence . 
3. Institute Control. 
4. Oi s ti ncti on between types of se rvi ce offered . 
4a Compe titi on . 
5. Image of the professi on. 
6. Large firm versus small firm . 
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7. Cost of Service. 
8. Quality of Service. 
In addition certain hypotheses were formulated concerning the op i nions 
of partners in respect of the placing,means and methods of advertising 
professional accounting services, and the appropriateness of various 
types of advertising appeal . 
The hypotheses relating to the issues surrounding the question of 
advertising are identified as Group 1 hypotheses in Chapter 3, whilst 
the hypotheses relating to the placing,means and methods of advertising, 
and the appropriateness of various types of advertising appeal, are 
identified in Chapter 3 as Group 2 and Group 3 hypotheses respectively. 
CHAPTER 3 
DEVELOPMENT OF THE HYPOTHESES 
3.1 INTRODUCTION 
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The hypotheses relating to the topic were broken into three 
distinct groups : 
Group 1 : hypotheses relating to partners' opinions on the 
advertising of professional accounting services 
(Part B of questionnaire). 
Group 2 hypotheses relating to partners' opinions on the 
placing, means and methods of advertising 
(Part C of questionnaire). 
Group 3 hypotheses relating to partners' opinions on the 
overall content of advertisements (Part D of 
questionnaire) . 
The hypotheses developed out of the issues surrounding the 
question of advertising professional accounting services. These 
issues are fully discussed in Chapter 2 of this thesis. Figure 1 
gives a diagrammatical break down of the topic into the issues. 
As can be seen from Figure I, eight major issues arose around which 
these hypotheses were developed. 
The Group 1 hypotheses will be tested with the intention of 
determining the opinions of partners, by : 
1. age 
2. size of firm to which partner belongs 
3. number of years experience as a partner 
4. language group. 
The categories used in each of the tests are stipulated in Part A 
of the questionnaire. 
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GROUP 1. 
HYPOTHESES RELATED TO PART B OF THE QUESTIONNAIRE : PARTNERS' OPINIONS 
ON THE ADVERTISING OF PROFESSIONAL ACCOUNTING SERVICES 
FIGURE 1 A breakdown of the question of advertising of 
professional accounting services into the issues 
_~ denti fi ed iii Chapte r 2 
I Advertising of Prof Acc Serv I 
Acceptability of 
present state 
21 Independence : 
I Large firm vs small firm I 
3 Institute Control 
, II Cost of Service 17 
Distinction between 4 types of service offered 
I Qua I i ty of Serv ice 18 
I Competition I 
5 Image of Profession 
3.2 THE ADVERTISING OF PROFESSIONAL ACCOUNTING SERVICES 
3.2.1 Acceptability of present state 
In a report to the Australian National Council made in July 1979 
by the ad hoc Advertising Committee appointed by the Council, to 
6 
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investigate the question of professional advertising, it was 
concluded that a growing number of members believed that there was 
a need to increase the public's awareness of the range of services 
provided by professional accountants (69) . 
Two of the questions (Table 3. 1) put to members which are 
directly related to this issue indicated that 70% of respondents 
disagreed or strongly disagreed that no change should be made to 
the restrictions then in force, 74% strongly agreed or agreed that 
there should be some easing, but 91 % disagreed or strongly dis-
agreed that advertising should be allowed without restriction. 
TABLE 3.1 : An analysis of responses received to questions related 
to restrictions on the advertising of professional 
accounting "servites in Australia 
Neither 
Strongly Agree Agree Disagree Disagree Agree % nor % Strongly % Disagree 
% 
No change should be made I 
to current restrictions 14 13 3 52 
Some easing of current 
restrictions should I occur 19 55 1 14 
I 
Individual advertising by 
members should be allowed 3 4 2 33 without restriction 
ADAPTED FROM: SHARPE M.J. The Advertising Policy Investigation 
The Chartered Account ant in Aus tra~ia, Sept. 1979 Pg. " 31 table 2. 
Wil fred Levitt writing in the South African Chartered 
Accountant, says: 
"I t seems that inevitab~y advertising 
profession will come to South Africa. 
question of when" (70). 
in the accounting 
It is only a 
% 
18 
11 
58 
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The intention of the hypotheses posed under issue 1 was to 
establish whether in the opinion of partners the existing rules 
and regulations were satisfactory and if not, whether they should 
be more restrictive or less restrictive. In addition, the 
researcher wished to test opinions on whether the South African 
profession should protect the present state or whether the pattern 
which evolved in the United States, which has the least restrictive 
rules pertaining to the advertising of professional accounting 
services, will be followed. 
Hypothesis No.1. It is hypothesised that, in the opInIon of 
partners taking part in this survey, the 
existing rules and regulations pertaining 
to the advertising of professional account-
ing services are unsatisfactory. 
Hypothesis No . 2. It is hypothesised that, in the opInIon of 
partners taking part in this survey, the 
rU.1es referred to in hypothesis No.1 
should be less restrictive. 
3.2.2 Independen,ce 
Independence is regarded by Howard F. Stettler (71) to be the 
keystone of the profession. Furthermore Carey and Doherty state 
"The auditor must assess his relationship with his 
client to determine whether his opinion would be 
considered objective and unbiased by one who has 
knowledge of all the facts. In other words he 
must not only be independent but must not appear 
to be otherwise" (72) . 
Carl S. Chiltern Jnr considers that each practitioner should ask 
himself, when considering a course of action regarding advertising, 
"will my independence be impaired?" (73) . On the other hand 
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A. Clayton Ostlund states that 
"No-one has yet stated how obtaining a client by 
advertising impairs a Certified Public Accountan£s 
independence, since truthful advertising is just a 
means of informing potential clients that services 
are avai Zable"( 74) . 
The researcher submits that independence will only be impaired 
where an advertisement makes promises or guarantees, for example, 
a promise of lower fees, and in doing so place restrictions on the 
auditor, making him act less independently than he would have done 
had there been no promises/guarantees made in the advertisement. 
In effect promises or guarantees made in advertisements constitute 
untruthful advertising. 
Given that the issues discussed in the preceding section are 
important, the following hypotheses were developed . 
Hypothesis No.3. 
Hypothesis No.4. 
It is hypothesised that, in the opinion of 
partners taking part in this survey, 
independence is the keystone of the audit 
profession. 
It is hypothesised that, in the opinion of 
partners taking part in this survey, 
advertising would impair the auditor's 
independence. 
3.2.3 Institute Control 
One method of advertising the services of a professional may be 
for the controlling body of that profession to advertise on 
behalf of its members. A natural extension of this concept may 
be that members be allowed to advertise themselves, subject to 
obtaining approval for each advertisement from the controlling 
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body, implying that the advertisement woul d then conform to the 
controlling body's standards of professional dignity. 
In response to two questions put to members during the Australian 
Advertising Policy Investigation (see Table 3.2) , 77% of 
respondents "strongly agreed" or "agreed" that institutional 
advertising was desirable. An interpretation of the response to 
the second question pertaining to the payment of a subscription, 
indicated that 37% of respondents felt that no additional 
subscription should be levied whilst 32% were agreeable to a small 
additional subscription ($10,00). 
TABLE 3.2 An analysis of responses received to questions related 
to Institutional Advertising in Australia 
Neither 
Strongly Agree Agree Di sagree Disagree Agree % nor % Strongly % Disagree 
% 
Institutional advertising by 
the Institute explaining 41 36 7 11 the services and skills of 
members is desirable 
The following additional 
subscriptions would be 3n i I 310 325 350 
considered reasonable to 37 32 20 7 
finance Institutional 
advertising 
ADAPTED FROM: SHARPE M.J. The Advertising Policy Investigation 
The Chartered Accountant in Australia, Sept. 1979 Pg . 31 table 2. 
With regard to the question posed concerning institute control 
(see Table 3.2) 61% of respondents felt that individual members 
should be able to advertise subject only to the Institute's 
% 
5 
3100 
4 
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standards of professional dignity. The investigation does not 
elaborate on how the advertisements placed by members will be 
checked to ensure that the "InStitute's standards of professional 
dignity are maintained, but in the opinion of the researcher, it 
is logical to assume that approval would have to be obtained for 
each advertisement or advertising campaign before the issue of 
the advertisements. 
TABLE 3.3 ; An analysis of responses received to a question related 
to the advertising of professional accounting services 
by individual members of the accounting profession in 
Australia 
Neither 
Strongly Agree Agree Disagree Disagree Agree % nor % Strongly % Di sagree 
% 
Individual advertising by 
members should be allowed, 
subject only to the In- 21 40 6 19 
st i tute's standards of 
professional dignity 
ADAPTED FROM; SHARPE ~1.J. The advertising Policy Investigation 
The Chartered Accountant in Australia> Sept. 1979 Pg. 31 table 2. 
Hypothesis No.5. 
Hypothesis No.6 
It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
advertising of professional accounting 
services should be carried out by the 
Institute only, on behalf of the profession. 
It is hypothesised that, in the opinion of 
partners taking part in this survey, firms 
should be able to advertise subject only to 
obtaining approval for each advertisement 
from the Institute. 
% 
14 
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3.2.4 Distinction between ·types ·of ·services offered by the 
professlon 
As was explained in Chapter 2 of this thesis, the services 
offered by the profession can be broken down into three broad 
categories namely, audit, management advisory, and taxation and 
estate planning services. Two major distinctions between the 
three categories are, firstly, the degree of independence 
associated with each category and secondly, the fact that in the 
latter two categories members compete with non-members for 
as s i gnments. 
Competition with non-members, and therefore the distinction 
between the different categories of service, is an issue 
recognized by the profession . As the editor of the Australian 
Accountant stated, 
"The hard sell shop front ' tax professional ' is seen 
as a threat, maki ng inroads into the business of 
accountants and eroding the good standards of the 
accounting profession" (75). 
In a survey developed by James H. Sellers and Paul J. Soloman (76) 
it was concluded that in the United States of America, 
"Practitioners would tend to be more favourably 
inclined toward advertising in those areas in which 
non- certified Public Accountants practice and where 
in fact those non-certified Public Accountants 
already advertise ". 
This survey indicated that 51 % of the respondents felt that some 
advertising should be allowed for the ~udit function, 64,8% felt 
that some advertising of taxation services should be allowed, 
while 65,6% felt that some advertising of Management Advisory 
Services should be allowed. 
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In order to test these issues the following hypotheses were 
developed : 
Hypothesis ·No. 7. 
~ypothesis No.8. 
Co rrpeti ti on. 
It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
independence is not important in assignments 
in the Management Advisory Service, Taxation 
and Estate Planning categories. 
It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the rules 
pertaining to the advertising of professional 
accounting services offered by the accounting 
profession, should distinguish between audit, 
management advisory, and taxation and estate 
planning services. 
In view of the fact that audit services are offered by many 
professional firms, and that management advisory services and 
taxation and estate planning services are offered by both the 
profession and other institutions, competition must be an issue. 
Competition can be broken down into two major sections 
1) competition within the profession and 
2) competition between members of the profession and non-members 
of the profession. 
~ypothesis No.9. 
Hypothesis No. 10. 
It is hypothesised that, in the opinion of 
partners taking part in this survey, the 
accounting profession in South Africa is 
highly competitive within the existing rules 
and regulations. 
It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
competition should be fostered between members 
of the profession by relaxing the existing 
rules and regulations . 
.. Hypothesis No. 11. 
• 
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It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
competition based upon the effectiveness 
of advertising will lessen the importance 
of the quality of service rendered by the 
profession. 
Bearing in mind the discussion under Part 4 "Distinction between 
types of services offered by the profession", it is logical to 
determine the level, if any, of advertising which mayor may not 
be acceptable for each of the specified accounting service 
categories. 
Hypothesis No. 12. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
advertising of audit services should be 
allowed without restriction. 
Table 4 below shows the responses to the two questions put to 
respondents in the Australian National Council Advertising Policy 
Investigation related to the advertising of services where 
members of the profession compete with non-members. 
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TABLE 3.4 An analysis of responses received to the question of 
the advertising of accounting service categories in 
which members of the accounting profession compete 
with non-members 
Nei ther 
Strongly Agree Agree Disagree Disagree Agree % nor % Strongly % Disagree 
% 
The supply of unsolicited 
information to non-members 
describing services offered 
should be permitted in the 15 40 11 21 
field of management consul-
ting services, where 
members compete extensively 
with non-members 
Members providing taxation 
services should be per-
mitted to place advertise-
ments in the press limited 19 44 5 19 
to their name, address and 
telephone numberls and a 
statement that they are 
registered tax agents 
ADAPTED FROM: SHARPE M.J. The Advertising Policy Investigation 
The Chartered Accountant in AustraZia, Sept. 1979 Pg. 31 table 2. 
As the distinction between audit services and the other two 
% 
13 
13 
categories of service offered have been drawn by the Australian 
survey, it is logical that the same should be done with the present 
survey. 
Hypothesis No. 13. It is hypothesised that, in the oplnlon of 
partners taking part "in this survey, 
advertising of management advisory services 
where members of the profession compete with 
non-members of the profession, should be 
allowed without restriction. 
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~ypothesis No. 14. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, adver-
tising of taxation and estate planning services 
vlhere members of the profession compete with 
non-members, should be allowed without res-
triction. 
3.2.5 Image of the Accounting Profession 
The image of the profession, and the effect that advertising may 
have on that image was considered from a number of viewpoints, 
namely : 
General image 
Professionalism 
Public awareness 
Traditional users 
Abuse of advertising. 
3.2.5.1 General Image 
A. Clayton Ostlund, addressing the contention that the credibility 
and dignity of the accounting profession will be lowered by 
advertising,argued that: 
"This may have been valid in the past but not in 
today's consumer orientated society with the public 
demand for a free flow of information from all 
sources. Bariks, management consulting firms and 
insurance companies currently advertise without 
being undignified. In fact, it seems inevitable 
that, whether members of a profession like it or 
not, in time all professionals will be permitted 
to advertise as long as the advertising is not 
false, misleading or deceptive" (77). 
A survey in the United States of America, carried out by James H. 
Sellers and Paul J. Solomon tested the impact the profession felt 
advertising would have on the image of the profession . 
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In the survey two questions were posed: 
(a) Advertising will improve the image of the accounting 
professi on. 
(b) The accounting profession's image will be tarnished if 
adverti sing is a 11 owed. 
The results showed that only 11,2% of respondents in public 
practice felt that the image of the accounting profession would 
be improved by advertising, whilst 52,7% agreed that the 
accounting profession's image would be tarnished if advertising 
were allowed (78). 
Using the above results the following hypothesis was formulated. 
Hypothesis No. 15. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
advertising of professional accounting 
services will improve the image of the 
profession. 
3.2.5.2 Professional image 
Donald L. Atwell feels that the restrictive rules against 
advertising are : 
"rooted in the feaI' that without a restriction of 
advertising, members of the profession will resort 
to neon lights and men wearing sandWioh boards in 
order to attract new oZients" (79) . 
Obviously this was not a serious comment but it did illustrate the 
fear that if advertising is allowed it may be carried out in an 
unprofessional manner. This thesis does not seek to define 
"professional" or "unprofessional" but uses the terms as they are 
generally understood by the profession (see Chapter 2) . Further-
more, the term "commercial" cannot be clearly defined but it is 
something which conjures up visions of promoting a company by 
aggressive advertising, and the attendant razzmatazz of business . 
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The entire question of professlonalism/commercialism is best 
i 11 ustrated oy an excerpt from an address gi yen by Ha 11 ace E. 
Olson, who at the time was President of the American Institute of 
Certified Public Accountants. The address was entitled 
"Is Professionalism Dead"? 
"It had long been accepted that one of the main 
characteristics of a true profession is a dedication 
to p~tting unselfish service to clients and the 
public ahead of income considerations . The size, 
structure and operating methods of the largest firms 
seemed to run counter to this ideal . Partly because 
of this perception, local firm practitioners have 
become increasingly critical of the larger firms, 
whose activities they regard as turning their 
profession into a commercial business. 
The large national firms adopted all the commercial 
traits that their size required. Their practices 
became more commercial in tone. Their chief 
executive officers became subject to pressures from 
the owner partners to achieve annual increases in 
gross fees and net earnings . Aggressive tactics to 
sell more services and attract new clients became 
commonplace . If such activities did not violate 
the letter of the profession ' s behavioural rules of 
conduct, they certainly did damage to their spirit. 
The smaller firms were also becoming more aggressive , 
but it is probably fair to say that they were more 
restrained and more inclined to abide by the intent 
of the rules of conduct . Perhaps this reflected the 
fact that their practices were still being conducted 
on a more personal basis and in the form of 
traditional professional partnership" (80). 
In order to investigate the issue of professionalism the following 
hypotheses were constructed: 
Hypotheses No. 16. It is hypothesised that, in the oplnlon of 
partners taking part in this survey , the 
traditional view that a professional person 
places service to the client above profit 
making, still holds. 
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Ne 1 son Luscombe ques ti oned whether a 11 owing adverti sing is 
incompatible with maintaining professional integrity. 14hil st 
recogni zi ng that there are the "door knocking -types" who wi 11 
"pun out an t he stops" to get business, he claimed that every 
profession has them, they are in the minori ty and rules wont stop 
them. Furthermore he considered that "it is possible t o compete 
openly wi t h dignity, to present one 's credentials to another's 
client without impairing one 's i ntegrity, or the i ntegrity of the 
prof ession, or without risking the pub lic interest" (81). 
Carl S. Chiltern urged that members should be careful not to 
permit competitive conditions to turn the accounting profession 
into a "corrunercial i ndus try ". This he claimed need not happen 
"if we remember t hat profes sionalism is a state of mi nd, a way of 
doing busi ness, a corrunitment of service to others. It encompasses 
some old f ashioned vir tues such as dealing fairly with clients and 
fel l ow pr acti tioners, independence of mind in all prof essional wor k 
as wen as the highest quality of work at an times " (82) . 
The following hypothesis was formulated on the basis of the 
discussion in the preceding section. 
Hypothesis No. 17. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
advertising and professionalism are not 
compatible. 
3. 2.5 .3 Public · Awarenes s 
As can be seen from Chapter 2 and the ensuing discussion, a major 
contention of those in favour of les s restrictive advertising 
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rules is that the public is not sufficiently aware of the services 
offered by the profession. 
In a survey conducted by Ogilvy and Mather (Australia) (Pty) Ltd 
on behalf of the Australian Institute, three major findings 
emerged, two of which are relevant here: 
(a) The public is largely ignorant of the range of services 
provided by accountants . 
(b) There is a particular lack of awareness of the accountant's 
role in those areas which many accountants regard as growth 
areas, e .g. management advisory services. 
In the survey carried out by James H. Sellers and Paul J . Solomon 
in the United States of America, 62,5% of respondents in public 
practice felt that consumers of accounting services would become 
more aware of the availability of services if advertising were 
allowed . 
The use of the word 'consumer'; rai ses the important i ssue of whether 
the general public, as opposed. to traditional users, are consumers 
of accounting services. In the opini on of the researcher there 
seems little point in the profession concerning itself with public 
awareness if the public do not need to understand the role of the 
profession and the services it offers. James H. Sellers and Paul 
J. Solomon state 
"There can be little doubt that an increased public 
QL)ar eness of the accounti ng profession should be 
beneficial. Likewise it seems obvious that adver-
tising will increase the public awareness of the 
accounting profession, and hopefully will also 
increase the public's understanding of the function 
of accounting" (83 ) . 
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The above discussion gave rise to the following hypotheses. 
Hypotheses ·No; 18. It is hypothesised that, in the opinion of 
partners taking part in this survey, the 
public's view of the profession is vitally 
important. 
Hypotheses No. 19. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
public will become more aware of what 
accounting services are available to them, 
if advertising is allowed. 
Hypotheses No. 20. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
general public represents an untapped market, 
and is a market which should be serviced by 
the professi on. 
3.2.5.4 Traditional users 
The traditional users of the accounting profession have for many 
years been primarily companies, both public and private. This 
is by virtue of the fact that every company must in terms of the 
Companies Act, 1973, have an annual audit. It is logical there-
fore to assume that traditional users would be familiar with the 
accounting profession. An auditor is appointed by the share-
holders of a company and, as traditional users, they should be aware 
of the services offered by the profession. In addition manage-
ment, delegated the task of running a company, should logically 
be aware of what the profession has to offer. However in a 
survey conducted by Arthur Andersen and Company in the United 
States of America it was reported that only 62% of shareholders 
were familiar with the types of services offered by the accounting 
profession (84). 
Hypothesis No. 21. 
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It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
traditional userS need to become more aware 
of the availability of accountlng services . 
In the opinion of the researcher the relationship between the 
professional and his client is a most important' one and one which 
is built up over time by mutually developing trust. It is 
necessary therefore to consider whether this relationship would 
be altered if advertising were allowed. If the client has more 
knowledge of what services are available to him , and is possibly 
faced with attractive offers from other professional accountants, 
then his relationship with his existing auditor may be altered, 
ultimately, to his detriment. 
Hypothesis No. 22. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
relationship between the professional 
accountant and his client would be altered 
if unrestricted advertising were allowed 
because clients would simply go for the 
best "deal" available from ye ar to year . 
3.2 . 5.5. Abuse of advertising 
It is quite obvious that both the public and traditional use rs 
should be protected against fraudulent and unscrupulous advertising . 
Mi chae 1 K. Lowrey states : 
"The accountant IS traditional ban against advertising 
was established in the public interest . Competitive 
advertising would encourage widespread deception by 
professionals seeking business, predictably misleading 
the layman. Furthermore certain clients would i nevit-
ably anticipate unrealistic expectations from their 
account ants, creating distrust towards the profession" (85). 
The following hypotheses were formulated, based on the above 
quotation : 
Hypothesis No. 23. 
~ypothes is No. 24. 
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It is hypothesised that, in the oplnlon of 
partners taking part in this survey, adver~ 
tising will create unrealistic user expecta-
tions which will lead to a tarnishing of the 
profession's image. 
It is hypothesised that, in the oplnlon of 
partners taking part in this survey, adver-
tising would encourage widespread , deception 
by professionals seeking business. 
3.2.6 Large firm 'ys Small firm 
Another contentious issue relating to the advertising of 
professional accounting services is whether large firms or small 
firms will benefit more from advertising. Closely linked to 
thi sis the questi on of whether small fi rms woul din fact suffer in the 
face of a possible onslaught on the market by the larger and 
wealthier firms . Furthermore sma 11fi rms may have to concentrate 
on a 'personal service to the client' approach . 
In their report to the Australian Institute of Chartered Accountants, 
the Advertising Committee appointed by the institute to investigate 
professional advertising, set out in detail its reasons for its 
decision not to remove any major restrictions on advertising . The 
following reason related to the effect on the size of firms if 
advertising were allowed 
"Because of t he high cost of advertising the larger and 
wealthier accounting firms would be ab le to undertake 
more extensive advertising programmes than smaller 
pr acti tioners . Thi s is more likely to make it mor e 
difficult for younger practitioners to enter int o 
practice on their own account, creating a monopoly 
for the larger firms " (36). 
In the survey conducted by James H. Sellers and Paul J. Solomon, 
29,4% of accountants in publi c practice agree that small firms 
would benefit more than big firms if adverti s ing we re al l owed, 
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whilst 55,6% of accountants in public practice disagreed (87). 
The following hypothesis was formulated accordingly 
Hypothesis No. 25. It is hypothesised that, in the opinion of 
partners taking part in this survey, large 
firms' advertising would place small firms 
at a disadvantage. 
3.2.7 Cost of Services 
John R. Darling claims that profess ional accountants believe that 
advertising i ncreases the prices of products and services offered 
(88) . 
A. Clayton Ostlund in addressing the contention that if advertis-
ing of professional accounting services is allowed, fees charged 
to clients will increase because the costs of advertising will be 
passed on to them, states that this argument is used against 
permitting any type of advertising by any type of business. I t 
can be countered with statements that advertising may possibly 
reduce the cost of accounting services to the public, since it 
may "prod fi1'l7ls to become more efficient in their operations in 
order to compete effectiveZy" (89). 
In the survey conducted by James H. Sellers and Paul J . Solomon, 
26% of accountants in public practice who were respondents agreed 
that advertising would result in lower prices for consumers of 
accounting services , whilst 56,5% disagreed (90). Furthermore, 
28,5% of the same respondents agreed that adverti s ing would 
result in higher ave rage prices for consumers of accounting 
servi ces. 
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The following hypothesis was formulated from the discussion above. 
It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
advertising will ultimately add to the cost 
of accounting services . 
3.2.8 Quality of Service 
Another traditional argument put forward -by those ·~/ho are 
against the advertising of professional accounting services is 
that the quality of service will be adversely affected, because 
competition based on the effectiveness of advertising will lessen 
the importance of the quality of service offered by the profession. 
To state it more simply, some members are afraid that advertising 
campaigns which may be entered into by the profession will become 
the criteria on which a user or potential user engages an 
accountant, with less attention being paid to the quality of 
service offered by that accountant. 
W. Douglas Sprague described the problem discussed above as the 
"advertisiYlfl diLemma ". He identifies this dilemma as being 
"how to permit the free fLow of information to the public, 
incLuding the benefits of price and service competition, without 
risking serious deterioration in the quality of performance" (91) . 
A. Clayton Ostlund in addressing the traditional argument 
presented in the first paragraph considered : 
"that the true professionaL win render the services 
necessary in the ciraumstances no matter how he obtains 
the cLient . RegrettabLy, there wiLL aLways be a few 
who wiLL Lessen the quaLity of service just to obtain 
the engagement. These groups wiU probabLy fonow 
their characteristic behaviour patterns without regard 
to whether the advertising ruLe is modified" (92). 
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In the survey conducted in 1974 by Arthur Andersen and Company 
82,7% of accountants in public practice felt that advertising 
would not improve the quality of accounting services, whilst 37,9% 
felt that if advertising were allowed the quality of service would 
decline (93). 
The following hypothesis ~Ias . formulated: 
Hypothesis No. 27. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
qual ity of accounting services will decl ine 
if advertising is allowed . 
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GROUP 2 
HYPOTHESES RELATED TO PART C OF THE QUESTIONNAIRE. : PARTNERS' OPINIONS 
IN RESPECT OF THE PLACING; MEANS AND METHODS OF ADVERTISING 
3.3 THE PLACING, MEANS AND METHODS OF ADVERTISING 
Respondents taking part in the survey conducted by James H. Sellers and 
Paul J. Solomon were asked to rank the appropriateness of a number of 
different advertising media for advertising professional accounting 
servi ces. Table 5 illustrates the media selected and the results 
obtai ned. 
TABLE 3.5 The suitability of various media for the purposes of 
advertising professional accounting services 
Very Very Media appropriate Appropriate Inappropriate inappropriate 
Newspaper 11 ,9% 58,3% 19,4% 10,3% 
Professional Mag. 34,4 58,6 3,3 3,6 
Popular Magazine 2,5 24,3 47,2 26,0 
Television 2,5 13,4 46,6 37,4 
Radio 2,2 17,9 43,3 36,6 
Bi llboard 1 , 1 5,6 36,2 57,1 
Di reet Mai 1 8,5 38,9 25,1 27,6 
and SOLOMON P.J., C.P.A. Advertising: ADAPTED FROM: SELLERS J.H. 
Opinions of the profession. 
Page 74, table 5. 
The Journal of Accountancy, Feb. 1978, 
As can be seen from the Table above, a Likert-type selection format was 
used although a "neither appropriate nor inappropriate" column was 
omitted. The hypotheses described below were based on the survey 
mentioned above, but were expanded to give greater depth to the 
research. A Likert-type response format was used but the range of 
emotion was changed from an "appropriate/inappropriate" toan "in favour/ 
opposed" range as it was considered more suitable. 
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Hypothesis No.1. It is hypothesised that partners taking part in this 
survey would be _opposed to the advertising on radio 
of all three categories of accounting services 
offered -by the profession, namely audit, management 
advi sory, and taxati on and estate planning servi ces. 
-Hypothesis No.2. It is hypothesised that partners taking part in this 
survey would be opposed to the advertising on 
television of all three categories of accounting 
serVlces offered by the profession, namely audit, 
management advisory, and taxation and estate planning 
services. 
Hypothesis No.3. It is hypothesised that partners taking part in this 
survey would be opposed to the advertising in non-
financial sections of the newspaper of all three 
categorles of accountlng serVlces offered by the 
profession, namely audit, management advisory, and 
taxation and estate planning services. 
Hypothesis No.4. It is hypothesised that partners taking part in this 
survey would be in favour of the advertising in any 
financial publications of all three categories of 
accountlng SerV1CeS Offered by the profession, 
namely audit, management advisory, and taxation and 
estate planning services. 
Hypothesis No.5. It is hypothesised that partners taking part in this 
survey would be in favour of the advertising in any 
professional journal of all three categories of 
accountlng serVlces offered by the profession, 
namely audit, management advisory, and taxation and 
estate planning services. 
Hypothesis No.6. It is hypothesised that partners taking part in this 
survey would be opposed to the advertising in 
popular magazines of all three categories of 
accountlng serVlces offered by the profession, 
namely audit, management advisory, and taxation and 
estate planning services. 
Hypothesis No.7. It is hypothesised that partners taking part in 
thi s survey VlOU 1 d be in favour of bei n~ a 11 owed to 
display at their offices and on their stationery 
and on pubilcabons/bullebns senCto cllents, the 
serVlces they offer ln respect of al I three 
categories of accounting services. 
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Hypothesis No.8. It is hypothesised that partners taking part in 
this survey would be in favour of a firm being able 
to release to the ' public, under the firm's name, 
articles/bulletins/booklets on topics related to the 
three categories of service they offer. 
Hypothesis No.9. It is hypothesised that partners taking part in this 
survey would be in favour of a firm being able to 
display their full name on items of attire. 
Hypothesis No. 10. It is hypothesised that partners taking part in this 
survey would be opposed to advertising on billboards, 
bus stops and similar types of space. 
Hypothesis No. 11. It is hypothesised that partners taking part in this 
survey would be in favour of partners distributing 
business cards on which some form of advertising 
their firm's services appears. 
Hypothesis No. 12 . It is hypothesised that partners taking part in this 
survey would be opposed to allowing the advertising 
of the services their firms offer, when recruiting 
staff for their own purpose, or on behalf of a client. 
Hypothesis No. 13. It is hypothesised that partners taking part in this 
survey would be in favour of their firm being allowed 
to advertise bursaries offered for study at a 
recognised educational institution, and/or to publicly 
sponsor a post at a recognised educational institution. 
Hypothesis No. 14. It is hypothesised that partners taking part in this 
survey would be opposed to a firm using direct mail 
advertising. 
Hypothesis No. 15. It is hypothesised that partners taking part in this 
survey would be opposed to allowing a firm to 
approach the client of another auditor in an attempt 
to solicit business. 
Hypothesis No. 16. It is hypothesised that partners taking part in this 
survey would be opposed to sponsoring activities 
presented for the interest and enjoyment of the 
general public. 
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GROUP 3 
HYPOTHESES RELATED TO PART D OF THE .QUESTIONNAIRE .; PARTNERS' OPINIONS 
}NRESPECT OF THE OVERALL CONTENT OF ADVERTISE~1ENTS 
3.4 THE OVERALL CONTENT OF ADVERTISEMENTS 
In the survey conducted by James H. Sellers and Paul J. Solomon 
respondents were asked to rate five types of advertising appeal as 
either very appropriate, appropriate, inappropriate or very 
inappropriate (see Table J.6). 
TABLE 3.6 : The appropriateness of various types of content in 
·advertisements for professional accounting services 
Very Very Content appropriate Appropri ate Inappropriate inappropriate 
Availability of 
Services 39,0% 53,3% 4,1% 3,6% 
Professional 
Credential s 25,9 51,2 15,2 7,7 
Pricing of Services 6,6 26,8 36,5 30,1 
Specialization 26,2 55,8 9,9 8,0 
Quality of Service 11 ,6 22,4 32,1 33,8 
ADAPTED FROM: SELLERS J.H. 
Opinions of the profession. 
Page 74, table 4. 
and SOLOMON P.J., C.P.A . Advertising: 
The Journal of Accountancy, Feb. 1978, 
Once agai n the Likert-type format was used wi thout a "neither 
appropri ate nor i nappropri ate" column. For the purposes of thi s 
survey the basic advertising appeals as described in Table 3.6 were 
adapted to give deeper research. In addition the full Likert format 
was used, whilst the range of emotion was retained. 
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Hypothesis No.1. It is hypothesised that, in the oplnlon of partners 
taking part in this survey, if advertising were 
allowed, a service appeal would be appropriate. 
Hypothesis No.2. It is hypothesised that, in the opinion of partners 
taking part in this survey, if advertising were 
allowed, a professional credentials appeal would be 
appropriate. 
Hypothesis No.3. It is hypothesised that, in the oplnlon of partners 
taking part in this survey, if advertising were 
allowed, a partners' personal appeal would be 
appropriate. 
Hypothesis No.4. It is hypothesised that, in the oplnlon of partners 
taking part in this survey, if advertising were 
allowed, a pricing of services appeal would be 
inappropriate. 
Hypothesis No.5. It is hypothesised that, in the oplnlon of partners 
taking part in this survey, if advertising were 
allowed, a quality appeal would be appropriate . 
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CHAPTER 4 
RESEARCH METHODOLOGY : DESIGN OF THE SURVEY 
4.1 DEFINITION AND NATURE OF THE POPULATION TO BE SAMPLED 
4.1.1 The Population 
For the purposes of this study the population was defined as 'all 
those persons registered with the Public Accountants' and Auditors' 
Board as Accountants and Auditors in public practice'. 
These persons are commonly referred to as "Registered Accountants 
and Auditors". 
The origin of the Public Accountants' and Auditors' Board is 
described below. 
4.1.2 The Public Accountants' and Auditors' Board 
The Public Accountants' and Auditors' Board was brought into 
being in terms of the Public Accountants' and Auditors' Act No. 51 
of 1951, the date of commencement of the Act being 1 November 1951 
in terms of the Governor-General's Proclamation No. 207 of 1951. 
Section 2 of the said Act states : 
"There is hereby estahlished a board to be known as 
the Public Accountants' and Auditors' Board, which 
shall be a body corporate, capahle of suing and 
being sued in its corporate name, and of perfo~ing 
all such acts as are necessary for or incidental to 
the carrying out of its objects and the perfo~ance 
of its functions and duties under this Act". 
Not only persons registered with the Public Accountants' and 
Auditors' Board were however considered for inclusion in the 
population. The various categories of person considered are 
discussed below. 
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4.1.3 Categories of Accountant considered in determining the 
populatlon to be sampled. 
4.1.3.1 Registered with the Public Accountants' and 
Audltors' Board 
Four categories of persons registered with the Public 
Accountants' and Auditors' Board were considered. It was 
important that these were defined as the survey was carried 
out amongst a specific category of registered accountants 
and auditors. 
(a) Registered Accountants' and Auditors' in public 
practi ce 
Section l(ix) of the Public Accountants' and Auditors' 
Act states that : 
"Pub lic practice means the practice of a 
person who performs the functions of an 
Accountant and Auditor, and for that purpose 
holds himself out as an accountant or auditor 
and places his services at the disposal of 
the pub lic for reward ••... " 
Section 22 of the Public Accountants' and Auditors' 
Act states that : 
fIno person shall -
engage in public practice as an accountant 
or auditor or hold himself out as an 
accountant or auditor in public practice 
or use any designation or description 
likely to create the impression that he is 
an accountant or auditor in public practice. 
or 
accept an appointment or act as an auditor 
where the appointment of an auditor or the 
performance of an audit is required by law, 
unless he is registered as an accountant and 
auditor .... engaged in public practice in 
terms of this Act". 
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(b) Registered Accountants' and Auditors' not in public 
practice 
Although the Pub 1 i c Accountants' and Auditors' Act 
does not specifically recognize this category, the 
P.A.A.B . will register persons with the necessary 
qualifications although they may not be in public 
practice. The registration fee is nominal and no 
direct benefit other than being on the Board's 
mailing list is obtained. Many chartered accountants 
feel however that it was a form of support for their 
profession and an additional means of contact with 
their profession . This category was not included in 
the population to be sampled as they are not 
directly concerned with advertising of professional 
accounting services. The registered accountant and 
auditor in public practice is concerned with the 
promotion of his practice and hence has a direct 
interest in advertising his services. The non-
practising registered accountant and auditor has no 
practice to promote. 
(c) Registered Accountants' and Auditors' - non-resident 
Section 23 (4) bis empowers the Board to register, 
under the Public Accountants' and Auditors' Act, a 
non - resident accountant and auditor. Certain 
provisos apply. Once registered however, the non-
resident accountant and auditor could be treated for 
the purposes of this survey as a registered accountant 
and audi tor. 
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(d) Articled Clerks 
Section 24 of the Public Accountants' and Auditors' 
Act states that : 
"no service under articles of clerkship 
shall be recognised • •. unless such 
articles have been registered with the 
Board ... ". 
During the period of articles the clerk is obviously 
not regarded as a registered accountant and auditor 
but is, for the duration of his articles at least, 
registered with the Board. Therefore he/she is 
included under the heading of 'registered with the 
Board' . 
This category is not included in the population to be 
sampled because articled clerks : 
(i) have no firm commitment to the profession 
beyond their period of articles, 
(ii) are unlikely to be directly concerned with an 
issue such as the advertising of professional 
accounting services, 
(iii) are employees, as opposed to employers, and as 
such are not involved in the securing of 
additional business, 
(iv) are not in a position of influence as regards 
the setting of professional standards. 
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4.1.3.2 Persons not registered with the Public Accountants' 
and Auditors' Board 
The following categories of person were also considered for 
inclusion in the population to be sampled: 
(a) Qualified accountants not in public practice 
Two categories were considered here 
(i) persons in commerce or industry, 
(ii) persons working in educational institutions. 
A large number of those who pass the qualifying exami-
nation set by the Public Accountants' and Auditors' 
Board move out of the profession into the business 
world. Hhilst a number of these persons retain 
contact with the profession in various ways it was 
decided that the issues covered by this survey were 
not directly relevant to them . 
Those persons in educational institutions retain links 
with the profession but it is considered that the 
practical problems of advertising professional account-
ing services are not their direct concern. 
It is not to be forgotten however, that both the 
categories mentioned above (qualified accountants not 
in public practice), can be of assistance in formulating, 
adapting and monitoring the rules and regulations 
applicable to the advertising of professional account-
ing services . In many instances the accountant in 
commerce and industry becomes a user of accounting 
services and is therefore interested in being informed 
of the services available to him . 
- 78 -
Advertising is a communication service, consisting of 
three elements, a source, a message and a destination. 
In this case the accountant in commerce or industry 
will be the destination and, therefore, forms an 
important part of advertising of professional account-
ing services. The object of this survey however, was 
to assess the opinions of those registered accountants 
who are committed to the profession. The opinions of 
chartered accountants as users of professional 
accounting services could form the basis of further 
research. 
The accountant employed in an educational institution 
has his contribution to make in a different form. He 
is neither the source nor the destination of the 
advertising communication but he can, however, contri-
bute to the message element by research into the rules 
and regulations around which the message is created 
and presented. One of the major problems concerning 
the advertising of professional accounting services is 
how the message is presented within the framework of a 
profession which must uphold standards and dignity and 
here the academic has a vital role to play . However, 
as academics in general have no direct interest in the 
advertising of professional accounting services in that 
they are neither part of the source nor part of the 
destination of the advertising communication, they 
were not included in the population from which the 
sample was drawn. 
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(bl Qualified accountants working within the profession 
This category covers the person who is employed by a 
professional firm of accountants but is not a partner 
of the firm. Whilst these persons are closely linked 
to the profession, the advertising issue does not 
affect them to the extent that it does a partner. 
The same level of commitment to the profession on a 
long-term basis is not present, and it was therefore 
decided that this category would not be included in 
the population to be sampled. 
(cl Unqualified accountants working within the profession 
These persons differ from articled clerks in that they 
have completed or never entered articles and are there-
fore not registered with the Board. Hhilst their 
commitment to their particular firm and to the 
profession may be substantial, it was considered that 
their lack of qualification and commitment to the 
profession on a long-term basis did not justify their 
inclusion in the population to be sampled. 
Table 4.1 presents a summary of the categories of 
accountant consi dered in determi ni ng the popul ati on to 
be sampled. 
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TABLE 4.1 The ,categories of accountant which were considered in 
' deterliliniligthepopu1ationto be sampled 
4.1.3 .1 Registered with the Public Accountants' and Auditors' Board . 
(a) Regi stered Accountants and Auditors in public practice 
(b) Regi s tered Accountants and Auditors not in public 
practice 
(c) Registered Accountants and Auditors, non-resident 
(d) Articled clerks 
4.1.3.2 Persons ~ot registered with the Public Accountants' and 
Audi tors' Board 
(a) Qualified Accountants not in public practice 
(i) in commerce and industry 
(ii) in educational institutions 
(b) Qualifi ed Accountants working within the accounting 
profession 
(c) Unqualified Accountants working within the accounting 
profession. 
The questionnaires developed for the survey carried out by the 
researcher were aimed at partners of professional firms. 
confusi on the 1 i nk between the term "partner" and the term 
"registered accountant and auditor" should be examined . 
To avoi d 
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4.1.4 The link between the terms "partner" and "registered accountant 
and audi tor" 
Section 30 (l)b of the Public Accountants' and Auditors' Act 
states: 
tiNa person Ulho is registered as an accountant and 
auditor under this Act shall make over to or share 
UJith any person (other than a person registered as 
an accountant and auditor under this Act) any 
portion of professional fees earned by him in 
respect of Ulork performed by him as an accountant 
and auditor. tI 
A partner within the accounting profession is a person, who in 
partnership with others, carries on the work of an accountant 
regi s tered vlith the Pub 1 i c Accountants' and Auditors' Board as 
being in public practice. It is however, possible to be 
registered with the Board in public practice but not to be a 
partner. Strictly speaking this covers two possibilities. 
(i) A sole practitioner 
(ii) A qualified accountant working for a professional firm 
but without partnership status. The population for the 
purpose of this survey was defined as persons registered with 
the Public Accountants' and Auditors' Board as accountants and 
auditors in public practice, but more specifically partners of 
professional audit firms. The questionnaire on which the 
survey was based however, allowed for the sole practitioner as 
well as partners. The reasons for selecting only partners and 
sole practitioners and avoiding qualified accountants working 
for professional firms but without partnership status, are 
presented in the following section. 
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4.1.5 Reasons for choosing partners in professional accounting and 
auditing firms as the population 
4.1.5.1 Direct concern with the issue of advertising 
It was considered vitally important that the population to be 
sampled would be one to which the issue of advertising was of 
direct concern. This would ensure that the respondents would 
place some importance on the completion of the questionnaire 
and would not simply complete it without the necessary 
deliberation. 
4.1.5.2 Commitment to the Accounting Profession 
Of all the categories that may have formed part of the popula-
tion, it was considered that partners, by the mere fact that 
they are partners, would be the most committed to the accounting 
profession and its development. An issue like the advertising 
of professional accounting services is important to the 
profession, and its development depends upon the attitudes and 
actions of the members of the profession. Partners, as part 
of their commitment to the profession, should be concerned with 
issues which affect the standards set, and hence the dignity of 
the profession. The advertising of professional accounting 
services affects both the standards and the dignity of the 
profession as Chapter 2 has clearly shown. 
4.1 . 5.3 Quality of the response to the questionnaire 
To enable the survey to offer meaningful results it was 
necessary that some thought be given to the issues involved in 
the advertising of professional accounting services . A 
considered opinion was required from each respondent to ensure 
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that a quality response was obtained. Little benefit was to be 
derived from a-questionnaire which had been completed by a 
respondent who was not familiar with the issues, and who did 
not have the necessary level of interest and understanding in 
those issues. Partners it was considered, were familiar with 
the issues, had an understanding of them and were sufficiently 
interested in the issuesto ensure that a response of high 
quality was given. to the questionnaires. 
4.1.5 .4 Accessibility of partners as a population 
As all partners were registered with the Public Accountants' and 
Auditors' Board, the population was clearly defined . It was 
therefore a straight forward procedure to communicate with those 
who made up the sample. 
The above four reasons formed the basis of the decision regard-
ing the population to be sampled . The characteristics of the 
population which it was considered should be present in the 
silmple ilre rliscusserl in section 4.1.fi. 
4.1.6 Characteristics of the population 
It was considered essential in order to obtain valid research 
results that certain characteristics of the population be 
present in the sample extracted from that population. These 
characteristics are identified below. 
4.1.6 .1 The size of the firm 
The size of the firm is important in that it is likely that 
responses to various i ssues will vary by firm size. The size 
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of the firm was judged on the total number of partners country-
wide . 
The classification decided upon was as follows 
SMALL FIRM 
MEDm1 FIRM 
LARGE FIRM 
1 - 10 partners 
11 - 50 partners 
51 -- partners 
This classification of size was not based upon any officially 
recognized basis but was deemed to be an acceptable classifica-
tion by the twenty partners who took part in the pilot test of 
the questionnaire. 
4.1 .6.2 The official language of the firm 
The test applied here was the language used internally by the 
firm, for example, on bulletins and minutes of partners' 
meetings. The language is important because it is possible 
that the responses to various issues will vary by language . 
Two alternatives only were offered here, namely ENGLISH and 
AFRIKAANS. This absolute classification caused some problems 
as certain firms considered themselves to use both official 
languages equally and did not identify themselves as either 
English or Afrikaans firms. 
Where the respondent indicated both official languages the 
questionnaire was classified, for the purposes of this survey, 
in terms of the respondent's home language . 
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4.1.6.3 The Provincial Society under which the office at which 
the respondent worked, fell 
It was considered necessary to have represented in the sample, 
offices from all Provincial societies, as it was possible that 
respondents coming from the various societies could have 
different opinions on the issues involved . The Public 
Accountants' and Auditors' Act, Section l(x) recognizes four 
societies : 
(a) The Transvaal Society of Chartered Accountants 
(b) The Cape Society of Chartered Accountants 
(c) The Natal Society of Chartered Accountants 
(d) The Orange Free State Society of Chartered Accountants . 
This broad distinction was used as the basis for determining 
the areas from which the respondents should be selected . 
It is important to note that the questionnaire required 
respondents to indicate the Provincial Society under which the 
office at which they worked, and not the firm for which they 
worked,fell. The reason for this was that many firms operate 
under more than one Provincial Society. 
4.1 . 6.4 Associations with firms in the United States of America 
Many of the large accounting firms operating in the Republic of 
South Africa have American associations; it was considered 
necessary to ensure that the sample contained a representation 
of these firms. This step was taken in order to investigate 
whether such an association would have any direct influence on 
the policies adopted by the relevant South African firms . 
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4.1.6.5 Age of partners acting as respondents 
A wide range of ages of respondents was considered necessary 
because it was likely that opinions related to the issues 
discussed in this thesis would vary with age. The cl assifi ca-
ti on of ages into three categori es was not based on any offi ci a 1 
scale, but was approved by the twenty partners who took part in 
the pi lot study. 
Up to 35 years of age 
36 to 50 years of age 
51 and over 
4.1.6.6 The number of years experience of the respondent as a 
partner 
A wide range of experience of respondents ~/aS considered 
necessary, as it was likely that the responses to the various 
issues would vary according to the number of years experience 
the respondents had had. 
The classifi cati on into "years experience as a partner" was 
not based on any official scale but was approved by the twenty 
partners who took part in the pilot study. 
4.2 THE SAt1PLE 
Having defined the population and the characteristics of the 
population which were necessary in the sample, the following 
sample details are relevant to this study. 
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4.2.1 Probability and non-probability sampling techniques 
Samples can be divided, according to the method used to select 
them, into two broad categories: PROBABILITY samples and NON-
PROBABILITY samples. In the case of probability sampling, all 
items in the population have known or equal chances, or 
probabilities of being selected. With non-probability sampling, 
sometimes referred to as "researcher-controlled sampling", all 
items in the universe do not have known and equal chances of 
bei ng se lected. 
Probability sampling and Non-Probability sampling can be broken 
down further as ill us trated by fi gure 2 
FIGURE 2 A breakdown of the sample design into the various 
categories of probability and non-probability 
samples 
SIMPLE RANDOM I 
--t STRATIFIED RANDOM I 
--i PROBABILITY 
--i CLUSTER I 
SAMPLE DESIGN 
.- \SYSTEMATIcl 
,-4CONVENI ENeE I 
NON- PROBABILITY \-+---1 
'-_ __ I 
y JUDGEMENT I 
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The decision on the sample design, between probability and non-
probability, had to be made at the outset. It was possible 
that either design could have been used as a clearly defined 
population was available in the form of the Public Accountants' 
and Auditors' Board list of registered Accountants and Auditors 
. in public practice. Each member of this population was 
identifiable by number, name and address, and the population was 
sufficiently large. 
In making the decision the advantages and disadvantages of the 
two designs were considered in relation to this survey. These 
are discussed in the following section 4.2.2. 
4.2.2. The advantages and disadvantages of a probability 
sample in relation to this survey 
A. The advantages of probability sampling were as follows: 
(i) each member registered with the Board in public practice 
had a known and equal chance of being selected to act as a 
respondent, 
(ii) by following the correct procedure a set of results could 
have been obtained which were statistically sound. 
Conclusions could then have been drawn relating to the 
entire population on a scientific basis . Furthermore it 
must be noted that, had the probability sample been 
developed beyond a simple random to a stratified random 
sample by dividing the population into distinctive strata 
which differed significantly from other strata, but had 
considerable internal homogeneity, even more precise 
results could have been obtained. The characteristics of 
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the population meant ' that the population lent itself to 
stratification, for example into the following strata: 
age of respondent, size of firm of which respondent is a 
partner, years of experience as a partner. 
Charles T. Clark and Lawrence L. Schkade (94) have noted 
that there are two conditions under which stratified 
sampling is not possible: 
1. There may not be available any frame, or list, of items 
in the universe (population) from which the sample might be 
drawn. For example, if we wish to interview a sample of 
farmers in a particular area it might be impossible to find 
a list of them . 
2. Even with a frame available, if the units in the 
universe are widely scattered it may be cheaper to use a 
large sample of units that lie close to one another than to 
use a small sample of widely scattered units. For example 
it might be cheaper to interview fifty farmers in one area 
than thirty farmers in thirty different areas. 
Neither of the above two situations apply in the context of 
this survey, firstly there is a detailed framework from 
which the sample can be drawn and secondly, although there 
is a strong concentration of "units" in the Transvaal the 
"units" in the population cannot be considered as being too 
widely scattered to use a stratified random sampling design . 
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It is agreed that as a stratified random sample may give more 
precise results, and the population lends itself to strati-
f,-ication, there was a strong case for this method of prob-
ability ·sampling to be adopted for this survey . 
B. The Disadvantages 
(i) Despite the availability of a clearly detailed population 
and the presence of conditions which made stratified random 
sampling a distinct possibility, it was felt that the 
quality of _response which was needed for this survey would 
not be forthcoming if the sample was drawn on a random 
basis. 
below. 
The reasons for this contention are discussed 
(a) People in accounting firms are busy people, and whilst 
they are responsible and concerned about their 
profession, to receive, without some personal contact, 
a questionnaire through the post would, in the 
researcher's opinion lead to many questionnaires going 
unanswered and many being haphazardly completed . 
(b) It may be argued that the sample could still have been 
drawn up on a random basis and then contact made with 
the respondent by the researcher. The basis of this 
relationship would still have been largely impersonal 
and not as successful as contact made by a person known 
and respected by the respondent . By adopting the 
latter approach a responsibility was placed on the 
respondent and that responsibility was monitored by 
a fellow practitioner. 
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4.2.3 The nature of sampling non-probability 
Non-probability samples involve personal judgement somewhere in 
the selection process, and as a result the selection of items, 
in this case respondents, is not determined by chance . Each 
item in the population will not have a known or equal chance of 
selection. 
Two possibilities are recognized as far as selection of items 
from the population is concerned (95) . 
(i) The researchers judgement is imposed upon the selection. 
(ii) The fieldworkers judgement is imposed upon the selection . 
The fact that the elements are not selected probablistically 
precludes an assessment of "sampl ing error". Without some 
knowledge of the error that can be attributed to sampling 
procedures, we cannot place bounds on the precision of our 
estimates (96). 
It is often stated that where non-probability samples are used 
no probability statements are possible, because the sample 
elements are not chosen according to a probabilistic design. 
Since this is taken to imply that no degree of certainty can be 
attached to the results of the sample, the conclusion is almost 
always that non-probability samples are useful only in pilot 
studies or in studies of little importance. 
Schoner B. and Uh 1 K. P. do not agree with thi s opi ni on citi ng as 
their reason a paper by Mayer and Brown presented to the 1965 
fall conference of the American Marketing Association. 
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As Shaner and Uh 1 state : 
"Meyer and Brown classify the sources of the errors 
possible in drawing a sample into five categories : 
(1) measurement, (2) non response, (3) process, 
(4) frame, and (5) randomness. It is only the last 
of these sources that is measured by sampling error 
through the standard error of the mean or the standard 
error of proportion. The other sources of error come 
under the general classification of non- sampling 
error" (97). 
Three types of non-probability sampling are recognized by 
K.L. McGown(98) and Gilbert A. Churchill, Jnr. (99). 
A. Convenience Sampling 
Convenience sampling is a method of sampling whereby the 
researcher selects items to be in the sample because it is 
convenient to do so. Where approximations will suffice or 
where time and money are seriously limited, convenience 
sampling is widely used. 
t~lthough convenience sampling is not very 
scientific, it is not likely to disappear 
as a sampling technique . Its speed and 
ease ensure its long term existence" (100). 
As McGown explains the most common type of convenience 
sampling is"man-in-the-street" type interviews where the 
researcher may, for hi s conveni ence, set out to a shoppi ng 
complex during a lunch hour to draw a sample. Another 
common usage of convenience sampling is pre-testing (pilot 
test) of a questionnaire. It is not the intention of the 
researcher to include the results of the pre-test in his 
analysis , he is simply applying a test run to determine 
whether he has a functional or answerable questionnaire . 
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Convenience sampling has its place as a sampling technique 
but at the same time has a severe limitation in that a 
convenience sample cannot be scientifically described as 
being representative of the entire population. 
Churchill clarifies this point: 
Gilbert A. 
"When participation is vo luntary or samp le 
elements are selected because they are 
convenient the sampling plan provides no 
assurance that the sample is representative . 
Empirical evidence as a matter of fact, is 
much to the contrary" (101). 
Whilst K.L. ~1cGown states: 
"The important thing to recognize is that 
projections for the entire population should 
not be based on a convenience sample, yet it 
may be a perfectly valid technique in explora-
tory research, questionnaire pre-testing, and 
any other case where a representative sample 
is not considered necessary" (102). 
The sample plan used for the survey of the topic researched 
in this thesis contained elements of convenience sampling. 
See Table 4.3. 
B. Judgemental Sampling 
Judgemental sampling is a slightly more scientific plan than 
convenience sampling. It differs from convenience sampling 
in that the items selected for sampling are picked by the 
researcher because he/she believes that they are representa-
tive of the sample. Churchill explains: 
"Judgement samples are often called purposive 
samples; the sample elements are handpicked 
because it is expected that they can serve 
the research purpose. Most typically, the 
sample elements are selected because it is 
felt that they are representative of the 
population of interest" (103). 
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The sample plan used for the survey of the topic researched 
in this thesis also contained elements of judgemental 
s amp 1 i ng . Se e Tab 1 e 4. 3. 
C. Quota ·Sampling 
The most sophisticated form of non-probability sampling is 
quota sampling. 
stages 
This technique is broken down into three 
(i) deciding how many cells into which the population 
wi 11 be di vi ded. 
(ii) deciding what percentage of sample items should be 
in anyone ce 11 . 
(iii) actually selecting the sample items . 
As Churchill states : 
"Quota samples attempt to ensure that the 
sample is represent ative by selecting sample 
elements in such a way that the proportion 
of the sample elements possessing a certain 
characteristic is approximately the same as 
the proportion of elements with the 
characteristic in the population " (104) . 
The distinction between a quota sample and a stratified 
random sample should be carefully drawn, as superficially, 
they appear similar . Fundamentally a quota sample remains 
a non-probability sample whilst the stratified random 
sample is a probability sample. The similarity between 
the two is that the population in both types of sampling 
plan is broken down into cells or stratifications. There 
the similarity ends; in stratified random sampling the 
items to be tested are chosen on a totally random basis 
within the stratification whilst when using a quota sample 
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the researcher or f i eldworker arbitarily selects items 
from each celL 
Gilbert A. Churchill (105)raised the question whether quota 
samp 1 es can j ndeed be cons i dered representati ve even though 
they reflect the population with respect to the proportion of 
the sample possessin g the control characteristics. Three 
points are raised : 
1. The sample may be far from representative because some 
important characteristic which may influence the result 
has been ignored. 
The method of solving this particular problem is to specify 
quotas for all cha racteristics. Admittedly, the introduc-
tion of further control characteri stics may make the sample 
more complex , more expensive and more difficult to compile, 
but the reward will be a more represent ative sample. 
2. It is difficult to verify whether a quota sample is 
representati ve. 
As Churchill states 
"One can check the distribution of character-
istics in the sample not used as controls, to 
ascertain whether the distribution parallels 
that of the population. This type of 
comparison only provides negative evidence. 
It can indicate that the sample does not 
reflect the population if the distributions 
on some characteristics are different . If 
the sample and population distributions are 
similar for each of these characteristics, it 
is still possible for the sample to be vastly 
different from the population on some 
characteristic: not explicitly compaJ'ed" (106) . 
- 96 -
3. Interviewers left to their own devices are proven to follow 
certain practices(l07) . For example they may tend to 
interview their friends in excessive proportion and, as their 
friends are often similar to themselves, bias may be intro-
duced. It ;s difficult to measure the presence of bias and 
even more difficult to correct the data when analysis takes 
place. The lack of bias in an objectively selected sample, 
is one of the strong points in favour of probability sampling, 
but non-probability sampling can best be dealt with by making 
fieldworkers/interviewers aware that bias should be avoided . 
\~ith probability sampling one relies on the sampling 
pr ocedure to solve the problem of representation, whilst in 
non-probability sampling the composition of the specific 
sample must be relied upon to solve this problem . 
To lessen the effect of bias and to obtain a sample reason-
ably representative of the population, careful selection of 
the sample used in this survey, was necess ary. However bias 
can never be totally eliminated as Churchill expl ains, 
"Note finaUy t hat quota samples re ly on 
personal, subjective judgement rather than 
objective procedures for the selection of 
samp le elements " (108 ) . 
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4.2.4 The Advantages and Disadvantages of non~probability 
sampling 
A. The Advantages 
(i) Convenience of Selection 
The most obvious advantage of the non-probability sample is 
the convenience to the researcher. It is a great deal more 
convenient to work with respondents whom you know to be 
reliable and who will apply their minds to the survey 
medium , in this case a questionnaire. The selection of 
respondents becomes subjective , but is based on criteria 
which are also very important to the survey . 
(i i) Quality vs ; Representati on 
By adopting a non-probability sample objectivity in the 
selection of "items" making up the sample is sharply 
reduced. The resulting sample: 
(a) ~1ay not be representative of the total population. 
(b) Wi 11 not be scientifically based which in turn will 
mean the resul ts cannot be regarded as being 
representative of the total population. 
On the other hand,by having a measure of control over who 
makes up the sample, the researcher is able to ensure that 
a quality response is achieved. When the responsibility 
of completing a questionnaire has been placed before the 
respondent by a person to whom the respondent is personally 
cO!1nected, the tendency is to meet the responsibility 
reliably. 
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Representation will suffer in any non-probability sample 
but this can be compensated for by obtaining a sample 
containing respondents who have applied their minds to 
the topic under survey. 
(iii) Interest inSuY'vey 
With the dominant intention being to obtain a high quality 
response to the questionnaire, another advantage in using 
non-probability sampling emerged. It was possible to 
select respondents who were interested in their profession 
and, more specifically, the issue under review. It was 
felt that if interested respondents were approached the 
attention paid to intelligent completion of the question-
naire would be far greater than if randomly selected 
respondents had been approached. 
B. The Disadvantages 
The most significant disadvantages of using a non-probability 
sample lies in the fact that each member of the Public 
Accountants' and Auditors' Board registered as being in public 
practice did not have a known or equal chance of being selected 
as a respondent. Because of this it was not possible to relate 
the findings of this research to the entire population - namely 
those registered with the Public Accountants' and Auditors ' 
Board as being in public practice . 
Overall it was considered that a controlled non-probability sample 
would, with the convenience it offered, the interest of respondents, 
and the quality of response, be more meaningful than a probability 
sample. 
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4.2 . 5 The Sampling Method 
A. The 'Objective of the Sampling Method 
The objective of the sampling method was to obtain a sample 
which would consist of registered accountants in public 
practice and which would fulfil the following requirements 
1. Contain respondents from the four regional societies, 
preferab ly spread wi de ly withi n each regi on . 
2. Contain respondents of various ages. 
3. Contain respondents with varying years of experience as 
partners. 
4. Contain respondents from both the official language 
groups, i .e. English and Afrikaans. 
5. Contain respondents from firms of varying sizes, classi-
fied small, medium and large. 
6. Contain respondents from firms which had international 
associations especially those with strong U.S .A. 
connections. 
7. Contain respondents who could be relied upon to meet the 
responsibility placed upon them to give meaningful thought 
to answering the questionnaire. 
B. The Method of Sample Selection 
FIGURE 3 : An outline of the sampling method used in the survey 
I The Researcher I 
I 
I Distributors I 
I 
Res ponde nts I 
Respondents for 
Pilot Sample 
No. 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
TABLE 4.2 Details of the 16 distributors used in the survey 
Language 
E 
E 
A 
E 
A 
E 
E 
E 
E 
E 
A 
E 
E 
E 
E 
E 
Reg i ona I Soci ety 
Cape 
Cape 
Cape 
Free State 
Transvaal 
Transvaal 
Transvaal 
Transvaal 
Transvaal 
Transvaal 
Transvaal 
Transvaal 
Natal 
Natal 
Natal 
Natal 
Location 
Port El i zabeth 
Cape Town 
Stellenbosch 
Bloemfontein 
Pretoria 
Johannesburg 
Johannesburg 
Johannesburg 
Johannesburg 
Johannesburg 
Krugersdorp 
Vanderbijlpark 
Pietermaritzburg 
Durban 
Durban 
Margate 
Area Covered 
Port Elizabeth, Uitenhage 
Cape Town 
Stellenbosch, Somerset West, Worcester, 
Paarl, Ceres 
Bloemfontein, Welkom, Kimberley 
Pretori a 
East Rand 
Johannesburg 
Johannesburg 
Johannesburg 
Johannesburg 
West Rand 
Vaal Triangle 
Pietermaritzburg and District 
Durban 
Durban 
Natal South Coast 
..... 
o 
o 
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Using the system shown in Figure 3, a network was set up by 
the researcher to cover the entire country. To do this 16 
distributors were approached to assist the researcher (see 
Table 4. 2). The distributors each selected a number of 
respondents (approximately 10 per distributor) to complete the 
questionnaire. Once the questionnaires had been completed by 
the respondents they were returned to the distributor who 
returned them with his own questionnaire to the researcher. 
C. The Selection of the Distributors 
(i) Distributors were either personally known to the researcher 
or were recommended to him by a senior member of the 
profession. 
15 of the 16 were partners in professional accounting firms 
and one was a university professor. 
(ii) Distributors came from each of the age categories identified 
in the questionnaire, namely 
Up to 35 years 
36 to 50 years 
51 years and older 
Distributors from different age categories were chosen for 
two reasons : 
1. Because they themselves made up part of the sample which 
in turn required a range of age groups . 
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2. Had all the di stri butors come from one age category, 
the respondents selected may have been from similar age 
categories, which would have introduced an age bias, 
and, as a result the required spread of ages would not 
have been achieved. 
(iii) Distributors were selected from both official language groups 
as well as from firms identified as being English or Afrikaans 
The questionnaire was translated into Afrikaans. Thi s was 
considered important as a number of Afrikaans speaking 
distributors and respondents were required to make the sample 
representative of the total population . It was also felt 
that having the questionnaire available in the language of 
the respondent, would give more meaningful results, as the 
distributors and respondents would understand fully the 
intention of each question. 
Once each distributor had agreed to act on behalf of the 
researcher he was issued I'lith a pre 1 imi nary set of ins truc-
tions on which the selection of his respondents was based . 
The characteristics required of the sample were defined as 
follows: 
Respondents were to be selected where possible 
1. from firms of varying sizes defined as, 
Small - 10 partners 
Medium 11 - 50 partners 
Large 51 and more partners 
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2. from different age categories and with a varying number 
of years experience as partners, 
3. from both English and Afrikaans language groups, 
4. from accountants registered with the Public Accountants' 
and Auditors' Board as being in public practice (partners). 
It was realized that not all distributors would be able to 
obtain a sample of respondents which contained all these 
characteristics. The main problems were as follows : 
1. Size. A number of the areas from which distributors 
came did not have any large or medium sized firms. 
2. Language. Some of the areas were predominantly English, 
whilst others were predominantly Afrikaans. 
Because the sample plan was non-probability based, these were 
not seen as being major problems, as it was felt that the 
deficiency of a characteristic in one area would be 
compensated for by an over-supply of that characteristi.c in 
another area. 
The second step in the contact between the researcher and the 
distributor took the form of an interview between the two at 
the office of the distributor. At this meeting each question 
was discussed in context with the overall objectives of the 
survey as outlined in the hypot~eses . This meant that the 
distributor was sufficiently knowledgeable to field any 
queries which might have arisen from the respondents. 
4.2.6 
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The selection of respondents was left entirely to the 
distributors but within the limits imposed by the required 
sample characteristics~ Each distributor undertook to 
gather from his selected respondents, the completed 
questionnaires. This responsibility was placed upon the 
distributors as it was felt that the personal relationship 
between respondent and distributor would result in a higher 
response, than if questionnaires were to be returned direct 
to the researcher. 
The Sample Plan(s) used for the selection of distributors 
Elements of all three of the non-probability sampling plans were 
present in the selection of the distributors. 
(i) The locality of distributors: Quota sampling was used here. 
The population was broken down into geographic cells, based 
upon the four regional societies. Once a cell had been 
identified, one or more distributors were approached. 
(ii) The number of distributors: Judgement sampling was used for 
determining the number of distributors pe r region. To assist 
in this decision the number of registered accountants in public 
practice was determined from the Public Accountants' and 
Auditors' Board and from the Regional Societies themselves . 
Hhere a regi on was broken down into more geographi c ce 11 s than 
another region, even though the second region had, in total, 
more members, more distributors were approached in the first 
region. This was the case with the Natal and Cape regions 
where it was expected that only a small number of respondents 
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could be approached in some cells, meaning that more cells 
were necessary to achieve a reasonably representative sample 
overa 11 . 
(iii) Selection of individual persons to act as 'distributors : 
4.2.7 
Elements of both convenience and judgement sampling were used 
here. Certain distributors were conveniently selected because 
they were personally known to the researcher and were located 
in the required places. Others were recommended to the 
researcher and all were adjudged to have the characteristics 
required to perform the responsibilities placed upon them and 
to be included in the survey as part of the sample. 
The sample plans used for the selection of respondents is 
discussed below. 
Sample Plan(s) used for the selection of respondents 
The sample plan used by distributors was primarily judgemental. 
The locality of respondents was considerably narrowed down for each 
distributor. Where a distributor was required to cover a number of 
localities within his cell, for example the distributor in the Free 
State had Bloemfontein, Kimberley and Welkom to cover, it was entirely 
the decision of the distributor and not the researcher, as to how many 
to select from each locality. 
(i) The number of respondents 
A maximum number of ten respondents per distributor were sent 
a questionnaire selected on a judgemental basis by the 
researcher. This was considered to be the highest number of 
questionnaires that a distributor could handle without 
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sacrificing the personal touch between himself and his 
respondents and thereby . running the risk of obtaining less 
meaningful responses to the questionnaires. In some cases 
where the distributor himself completed a questionnaire, 
eleven were received from a single distributor. Although the 
recommended number of respondents per distributor was ten, it 
was realized that some locations ~/ould not be able to obtain 
ten meaningful respondents; in this case it was left 
entirely to the distributor to decide upon the number. The 
major concern was to obtain an overall sample of at least 120 
reasonab ly spread throughout the four des i gnated regi ons. 
(i;) The selection of individual persons to act as respondents 
This was an entirely subjective process within the limits set 
by the required characteristics. The result was 16 judgemental 
samples. Whilst it is not suggested that this can be regarded 
as 16 random samples, it does offer the advantage that the 
judgement used was not only that of one person (the researcher) 
and it can logically be said that there was a greater chance, 
although not a known chance, of a single member being selected . 
(iii) Anonymity of selected respondents 
One of the primary objectives of this survey was to obtain the 
personal opinions of respondents. It is quite possible that 
in some cases the personal opinions of individual partners with 
regard to the advertising of professional accounting services, 
may differ from the attitude or approach of the fi rm to whi ch 
the partner belongs . The respondent may not wish his opinion 
known for thi s or any other reason. I t was therefore deci ded 
to give the respondents as much anonymity as possible to : 
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1. ensure that the quality of the responses did not suffer as 
a result of a respondent not wishing to disclose his true 
feelings, 
2. respect the suspected wishes of the respondent regarding 
anonymity. Whilst it is not suggested that respondents 
would necessarily compromise their independent and 
individual opinion in the face of differing firm views, 
the advantages of allowing respondents to remain anonymous 
far outweighed the disadvantages. 
The anonymity was achieved in varying degrees. The di stri-
butors were obviously known to the researcher but distributors 
opinions were unknown as no identification was shown on the 
completed questionnaire. The identity and opinions of 
respondents remained totally anonymous to the researcher . The 
respondents were known to their distributor but their opinions 
were not, as the questionnaires were returned, sealed, to the 
distributors who in turn returned them, sealed, to the 
researcher. 
A breakdown of the sample design used in the research is 
given in Table 4.3 
Having determined the sampling plans to be used it was then 
necessary to determine the sample size . 
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TABLE 4. 3 A breakdown of the sample design showing how the 
samples used in the survey related to the three 
types of non -probability sample discussed in this 
chapter 
Sampl ing plan 
I 
Non-probability 
I 
Convenience Judgement Quota 
1. SAMPLE 1 : PILOT SAMPLE FOR QUESTIONNAIRE TESTING 
Steps in Development of Sample 
1. Selection of population 
2. Selection of number to be 
sampled 
3. Selection of individuals 
2. SAMPLE 2 : MAIN SAMPLE 
Steps in Development of Sample 
1. Selection of population 
2. Selection of number of dis-
tri butors 
3. Selection of individuals to 
act as distributors 
4. Selection of number of 
respondents 
5. Selection of individuals to 
act as respondents 
Samp I e Type Chosen 
1. Convenience 
2. Quota and judgement 
3. Judgement 
Samp I e Type Chosen 
1. Judgement 
2. Judgement and quota 
3. Convenience and judgement 
4. Convenience and judgement 
5. Distributors decision based 
on their judgement 
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4.2.8 Determining the Sample 'Size 
The determination of an acceptable sample size for probability sampling 
is a complex operation to ensure that any statistically based conclusions 
drawn from the sample results are correctly founded. The determination 
of sample size for a non-probability sample is a far simpler exercise. 
Essentially the judgement of the researcher is used, taking into account 
Some broad parameters. For example, in the case of the sample drawn 
for this survey, 16 geographic cells were identified as being necessary 
for testing, therefore an absolute minimum sample size would be 16. 
(i) The parameters set for the determination of sample size for 
this survey can be related to the characteristics which were 
considered necessary for inclusion in the sample to make the 
sample representative. The sample had to be large enough to 
i ncl ude a representati on of : 
(a) Partners from large, medium and small firms (see table 4.4) 
TABLE 4.4 The distribution of size of firm to which the 
partner completing the questionnaire belonged 
, I Size: classified by number I Number of partners % of 
of partners in firm completing questionnaire Tota I (144) 
Small 1 - 10 50 34,7 
Medium 11 - 50 22 15,3 
Large 50 upward 72 50,0 
TOTAL 144 100 
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(b) Partners from the three specified age groups (see table 4.5) 
TABLE 4.5: Sample distribution by age of partner completing 
ques ti onnai re 
Classification by Number of partners % of Total age of partner from each age category 
Up to 35 37 25 ,7 
36 to 50 84 58,3 
51 upwards 23 16,0 
TOTAL 144 100 
(c) Partners from the three specified categories of years 
experience as a partner (see table 4. 6) 
TABLE 4.6: Sample distribution by years experience as a 
partner for each partner completing questionnaire 
Classification by Number of partners from % of Total years experience each experience category 
Up to 5 35 24,3 
6 t o 15 68 47,2 
16 and over 41 28,5 
TOTAL 144 100 
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(d) Partners from the four recognized provincial societies 
and more specifically from the geographic cells identified 
(see table 4.7) 
TABLE 4.7 : Sample distribution by the provincial society under 
~hich the partner completing the questionnaire fell 
Provincial Society Number of partners from % of Total each Provincial Society 
Transvaal 74 51 ,4 
Natal 32 22,2 
Cape 28 19,5 
Orange Free State 10 6,9 
TOTAL 144 100 
(e) Partners from both official language groups (see table 4.8) 
TABLE 4.8 : Sample distribution by language of the partner 
completing questionnaire 
Language Number of partners % of Total from each language 
Eng Ii sh 102 71 
Afrikaans 42 29 
TOTAL 144 100 
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(ii) It was further intended that the number of persons from each 
provincial society completing a questionnaire should be, as far 
as possible, proportional to the number of accountants in public 
practice registered with that society. 
(iii) It was intended to draw a sample sufficiently large to result 
in 120 successfully completed questionnaires. 120 was regarded 
as a workable minimum, with a guideline minimum being set for 
each provincial society (see table 4.9) . It was expected 
however, that with a non-probability sample being used, which 
resulted in more control being held by the researcher in the 
selection of sample members, a high percentage of returned 
questionnaires would be usable. As a result 155 questionnaires 
were distributed of which 144 were returned satisfac torily 
completed (see table 4.7). 
TABLE 4.9 Sample distribution by provincial society showing: 
(a) minimum number required per provincial society 
(b) number distri buted per provincial society 
Number of Reg i stered I 
Provincial Society Accountants in Public (a) (b) 
Practice 
Transvaal 1 847 75 77 
Natal 373 15 38 
Cape 642 I 26 30 
Orange Free State 111 4 10 
TOTAL 2 973 120 155 
I 
The total minimum number required per province was, as indicated 
previously, a figure based purely on the researcher's judgement. 
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The breakdown of the total sample was calculated on the basis 
of the ratio of the number of registered accountants in public 
practice in each province to the total number of registered 
accountants in practice. 
The outstanding feature of this distribution was the high 
proportion of registered members located in the Transvaal. 
Consequently every effort was made to retain a similar distri-
bution in the sample. 
With 144 questionnaires being returned it would have been 
possible to select 120 of these to fit the required proportions 
exactly. This was not done as it was felt that the increased 
sample of 144 would be even more meaningful. For example it 
was better to have the opinions of 10 Free State practitioners 
than of only 4. The main characteristic of the distribution, 
namely the high proportion of respondents in the Transvaal was 
maintained. 
Besides the number of accountants registered with the Public 
Accountants' and Auditors' Board by provincial society no 
statistics, related to the characteristics as identified in 
the tables above, are available for actual figures . It was 
. therefore not possible to test the sample against the popula-
tion for these characteristics . 
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4.3 DEVELOPMENT OF THE QUESTIONNAIRE - PART 1 
4.3.1 Collection of data 
A. Method of Data Collection 
The initial decision to be made concerned how the data was to be 
collected. The possible alternatives in this regard were either 
personal communication with the respondent or observation (109) . 
The intention of the researcher was to survey opinions of 
partners on the advertising of professional accounting services 
and as these opinions are not freely demonstrated by partners 
actions they could, therefore, not be observed . Observation 
was therefore rejected as a method of collecting data and, 
accordingly, communication was chosen as the means to be employed. 
Gilbert A. Churchill Jnr (110), indicates a number of supplemen-
tary decisions that need to be made once communication has been 
chosen as the means of data collection (see Figure 4) . 
FIGURE 4 : An outline of the decisions necessary where 
communication has been chosen as a means of 
data collection 
STRUCTURED 
(a) i DEGREE OF 
STRUCTURE 
UNSTRUCTURED 
UNDISGUISED 
COMMUNI CA TI ON (b) DEGREE OF DISGUISE 
DISGUISED 
PERSONAL INTERVIEW (c) METHOD OF TELEPHONE INTERV lEW ADMINISTRATION 
MAIL QUESTIONNAIRE 
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(a) Degree of structure 
Structure refers to the degree of standardization imposed 
upon the questionnaire. A highly structured questionnaire 
is one in which the questions to be asked and the responses 
permitted are completely predetermined. 
A high degree of structure was decided upon for this questionn-
aire resulting in a standardized questionnaire where the 
respondent was given the option of answering in one of five 
predetermined ways, in other words the respondent is given 
a number of fixed alternative questions. 
(b) Degree of disguise 
Disguise relates to the extent to which the purpose of the 
research becomes obvious from the questions asked . A dis-
guised questionnaire attempts to hide the purpose of the 
study in an attempt to reduce respondents giving answers 
biased by their opinion on the overall topic being researched. 
and not simply on the individual question asked. 
The intention was for this questionnaire to be totally un-
disguised . Partners completing the questionnaire were in-
formed of the reasons for the questionnaire and the issues 
under research were clear from the questions posed . 
(c) Method of administration 
As is indicated by Figure 4 > the main methods of questionn-
aire administration are personal interview, telephone inter-
view and mail questionnaire. None of these methods were 
exclusively used. Personal interviews were conducted with 
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distr.ibutors but the questionnaires were not completed on 
a face to face interview basis . Questionnaires were 
directed to respondents by distributors most often through 
the mail but with additional direct personal contact between 
distributor and respondent. The intention here was to over-
come any lack of co-operation by respondents . 
Paul E. Erdos (!!!) states that mail questionnaires afford 
the researcher little control in securing a response from 
the intended respondent . The researcher can simply direct 
the questionnaire to the designated respondent and offer 
the individual some incentive for co-operating. In the case 
of this survey the incentive for co-operating was an offer 
to the respondents to partake in an important survey, the 
results of which could directly effect them. This was 
supplemented by the personal appeal for co-operation from 
a known and respected colleague. 
A problem with mail auestionnaires may be a greater danger 
of sequence bias. Respondents are able to see the whole 
questionnaire and thus their replies to any single question 
may not be independently arrived at, but are more likely to 
be fl avoured by thei r responses to other questi ons . Th is was 
regarded as an advantage as the success of the survey de-
pended on the quality of thought which was applied in answer-
ing any question. The questions were not posed in isolation 
and it was re asonable and desirable that respondents were 
aware of the nature of other questions . 
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Generally, a mail questionnaire offers no opportunity for 
clarification where a respondent is not clear on what the 
question means, or if he finds it ambiguous; however, this 
problem was overcome by the researcher educating the 
distributor by discussion and the respondent being made 
aware that if he did not understand a question or if he 
found it ambiguous, clarification could be obtained from 
his distributor. 
Anonymity must once again be mentioned. The mail questionnaire 
does afford respondents an opportunity to be more frank on 
certain sensitive issues (112). Certain of the issues covered 
by this survey vlere considered sensitive and it vias felt that 
respondents should be given every opportunity to remain 
anonymous. 
A further advantage of using the mail questionnaire method 
was that respondents were able to work at their own pace, 
this should have produced better thought out responses and 
resulted consequently, in a better quality survey . 
The telephone interview method vias not considered . In view 
of the advantages afforded by the method selected, which 
have been discussed above, it is not considered necessary 
to discuss the telephone interview method. 
The basis of the method of administration chosen was by mail 
questionnaire, not in its purest form but adapted to overcome 
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the disadvantages of mail questionnaires, to make use of 
the advantages of mail questionnaires and to suit the 
circumstances of the survey. 
B. Description of Questionnaire 
In the light of the preceding discussion, the questionnaire can 
be described as a structured-undisguised questionnaire. As 
Selltiz, Wrightsman and Cook, explain: 
"Questions are presented with exactly t he 
s ame wording, and in exactly the same order, 
to all r espondents. The reason for 
standardization of course , is to ensure that 
all respondent s are replying to the s ame 
ques t i on" (113) . 
For example in the context of this survey if one respondent was 
asked "Do you consider independence to be i mpor tan t t o t he audi t 
profession"? and another respondent was asked "Do you consider 
that independence is the keystone of the audit profession"?, 
the answers would not be comparable. It was important that 
partners answering the questionnaire in this survey, were 
responding to the same questions. 
In a typical structured-undisguised questionnaire, the responses 
as well as the questions are standardized . Fixed alternative 
questions are used for which the responses are limited to the 
stated alternatives, for example see Figure 5. 
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FIGURE 5 An example of a fixed alternative question from a 
structured-undisguised questionnaire 
Statement Responses 
Standardized for all 
Partners answering Fixed, Stated alternatives 
questionnaire 
Strongly Neither Agree Agree nor Disagree Agree Disagree 
The rules should be 
more restrictive 
Strong ly 
Disagree 
The partners completing the questionnaire were all asked the 
same questions in the following format "What is your opinion 
on the statement that . .. . . .. .. . ... "? They yJere presented 
with five alternatives from which to choose. Their response 
was indicated by the ticking of the appropriate box . 
In deciding on the use of structured undisguised questionnaires 
it was necessary to consider their advantages and disadvantages. 
A discussion of these follows. 
c. Advantages/Disadvantages of structured-undisguised 
Questionnai res 
1. Simpl i city 
Probably the greatest advantages of the structured-undisguised 
question are that it is simple to administer and easy to 
tabulate and analyse (114). Partners answering the question-
naire should have little difficulty in replying to the question. 
This does not assume that no thought would be necessary but 
rather that the range of answers to the question are specific 
and that to reply to the questionnaire the respondent does not 
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have to convert his opinion into the written word, he simply 
chooses the stated alternative which he considers best fits 
his opinion. 
2. Reliability 
(i) Assuming that the partner completing the questionnaire 
has not changed his opinion,the response given to any 
particular question should be reliable in that,if the 
partner was asked the question again,he would choose the 
same stated alternative (115) . 
(ii) Reliability is also increased because the frame of 
reference is obvious from the stated alternatives (116). 
For example in response to the question "I n your opinion 
would advertising impair the audi tor' s independence ", a 
whol e range of answers may be forthcomi ng; "Sometimes ", 
"Depends on the situation", "Only for some auditors ", 
are all answe rs which fit the question. Interpretation 
would be impossible. If the question is standardized 
and phrased as a statement, '~dvertising would impair the 
audi tor' s independence " and the partner completing the 
questionnaire is given a frame of reference in the form 
of a range of emotion , in this case strongly agree, agree, 
neither agree nor disagree, disagree, strongl y disag ree, he 
has no choice but to use one of the stated alternatives . 
Interpretation may then be meaningful. By providing the 
respondent with possible alternative replies the question 
itself may become more clear to the respondent . 
(iii) The reliability of fixed alternative questions is some-
times associated with loss of validity in that the answers 
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do not accurately reflect the true state of affairs (22). 
It may well happen that a partner's opinion does not fit 
neatly into the chosen stated alternatives and therefore 
his response does not accurately reflect his opinion. 
Furthermore fixed alternatives may force a response 
where the subject does not have an opinion on the 
particular question posed. This is partially solved by 
creating a stated alternative which allows no opinion, 
for example "neutral", or "neither agree nor disagree ". 
(iv) Stated alternative responses may also lower validity when 
the response categories themselves introduce bias (117) . 
This will be particularly acute if an appropriate response 
is omitted . In uSing a stated alternative question the 
. researcher must be reasonably certain that the al ternatives 
adequately cover the range of probable replies in order to 
avoid bias. For example, had the alternative response 
"agree " been left out of the range discussed in (ii), a 
respondent with any degree of agreement with the statement, 
would be forced to select the "strongly agree " alternative 
when in fact he simply agreed with the statement but had 
no strong feelings about it. As Selltiz, Urightsman and 
Cook state 
"The fixed alternative question is most 
productive when the possible replies are 
well known, limited in number, and clear 
cut . Thus they are appropriate for 
securing factual inf01"l7lation, and for 
eliciting expressions of opinion about 
issues on which people hold clear opinions " (118). 
It was considered in the light of the stated circumstances 
surrounding this survey that a structured-undisguised 
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questionnaire administered as a mail questionnaire, 
was most suitable. 
A discussion on the development of the questionnaire 
follows under section 4. 4· · 
4.4 DEVELOPMENT OF THE QUESTIONNAIRE - PART II 
A diagrammatical representation of the procedure for 
developing the questionnaire appears in Figure 6 be low (119). 
FIGURE 6 : An outline of the procedure which was followed 
in developing the ·questionnaire 
SPECIFY WHAT INFORMATION STEP 1 WILL BE SOUGHT 
t 
DETERMINE TYPE OF QUESTIONNAIRE STEP 2 AND METHOD OF ADMINISTRATION 
t 
i 
DETERMINE THE CONTENT OF STEP 3 THE INDIVIDUAL QUESTIONS 
t 
DETERMINE THE FORM OF STEP 4 RESPONSE TO EACH QUESTION 
1 
DETERMINE THE NUMBER OF 
QUESTIONS AND SEQUENCE OF STEP 5 
EACH QUESTION 
t 
RE-EXAMINING STEPS 1 - 5 STEP 6 AND REVISE IF NECESSARY 
t 
PRETEST THE QUESTIONNAIRE STEP 7 AND REVISE IF NECESSARY 
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Step 1 - Specification of information sought 
The decision regarding what information was to be sought, was 
directly related to the hypotheses to be tested. The hypotheses 
determine what information will be sought because they specify 
what relationships will be investigated. 
The information sought was divided into four parts : 
Part A : Description of firm to which partner belonged and 
characteristics of partner completing questionnaire 
(i) Description of firm to which partner belonged 
The information required here was sought for two reasons; 
firstly, so that it could be determined whether the sample 
contained the characteristics of the population identified 
as necessary, and secondly, so that certain tests could be 
carried out on the hypotheses. For example, the question-
naire requested the size of the firm to which the partner 
belonged. The answers to this question allowed the 
researcher firstly to determine whether the three size 
categories of firm were represented in the sample, and 
secondly whether the size of the firm from which the 
partner came had any effect on his opinion on advertising 
of professional accounting services; 
(ii) Characteristics of partner completing questionnaire 
The information required here was sought for the same two 
reasons as those outlined in (i). 
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Part B - Questions to test partners' opinions in respect of the 
advertising of professional accounting services 
This part of the questionnaire made up the main body of the survey. 
Various issues to which the hypotheses were related, and which are 
more fully discussed in STEP 3 were identified, 
Part B of the questionnaire sought to obtain the opinions of 
partners on these issues. 
For the purposes of all relevant parts of this questionnaire, the 
terms "attitude" and "opi ni on" were treated as i nterchangeab 1 e and 
represented the partner's ideas, convictions or feelings about the 
issues. This is in accordance with, for example, Myers and 
Reyno 1 ds (120) who use both terms to refer to "some preference or 
inclination with respect to any object or idea in a person's total 
envi ronment". Uhl and Schoner (121) refer to attitudes as 
"respondents' views of feelings toward some phenomenon" while 
opinions are "verbal expressions of attitudes". 
An attempt .was made to keep this section of the questionnai re to a 
manageable length by concentrating on the ~ital as opposed to 
interesting issues. A too lengthy questionnaire can lead to 
"problems in administration and analysis, and often increases non-
response"(122). 
Part C - Questions to test partners' opinions in respect of the 
placing,means and methodsof advertising 
Part C of the questionnaire although relevant to Part B, was not 
directly related to it. The partner was asked to place himself in 
a situation where the existing rules and regulations pertaining to 
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the advertising of professional accounting services were amended 
to allow advertising . He was then asked to indicate his attitude/ 
opinion on advertising of professional accounti ng services in terms 
of the means and methods which could be used. The placing, means 
and methods chosen for the questions were those that are commonly 
associated with the advertising of consumer goods and services. 
The information requested from this section was required so that an 
attempt could be made to establish whether the partners would find 
some forms of advertising acceptable whilst others not, and to 
identify which means and methods were acceptable or not acceptable . 
In addition,distinction was made in this part of the questionnaire 
between audit services, management advisory services, and taxation 
and estate planning services, to determine whether partners held 
different opinions for each of these three accounting service 
ca tegori es . 
Part D - Questions to test partners' opinions in respect of overall 
content of advertising 
Part D of the questionnaire , although relevant to Part B,was not 
directly related to it and was also entirely separate from Part C. 
The partner was once again asked to place himself in a situation 
where the rules and regulations pertaining to the advertising of 
professional accounting services were amended to allow advertising. 
He was then asked to indicate his attitude/opinion on five different 
categories of advertising appeal . The intention here was to 
establish firstly, whether the partners would find some categories 
of appeal professionally appropriate and othe rs not, and secondly, 
to identify which appeals were appropriate and which not . For 
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example, a partner may consider that to advertise the services 
offered by his firm is appropriate, whereas advertising the fact 
that his firm has 35 of the "Top 100" companies as clients, is not . 
The information in Part D was sought so that some conclusions could 
be drawn about what type of content in an advertisement might be 
acceptable to the profession. 
Part E - Comments 
Although Part E was included with the other parts of the question-
naire it was not an integral part of the questionnaire and did not 
play any direct part in the analysis of data . It was simply 
included so that any partner wishing to make any comment at all 
about the topic under review, would have a place to do so. 
Step 2 - Determination of type of questionnaire and method 
of administration 
This step has been extensively dealt with under data collection. 
The questionnaire is described as structured-undisguised and the 
method of distribution is an adaptation of mail administration. 
Step 3 - Determination of the content of the individual 
ques ti ons 
Determining the content of an individual question depends upon 
previous decisions already taken by the researcher. These are 
primarily decisions on the information sought, the structure and 
disguise to be imposed on its collection, and the method of 
administration of the questionnaire . Kornhauser and Sheats ley (12 3) 
recommended that some additional aspects be considered which are 
listed as follows: 
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1. Is the question posed necessary? 
2. Are several questions needed instead of one? 
3. Do persons answering the questionnaire have the necessary 
infonnation? 
4. Will respondents provide the infonnation? 
Each of these is briefly discussed below. 
1. Is the question posed necessary? 
If an issue is important it obviously must be covered but it may 
have been covered by other questions. If it has not been covered, 
an additional question will be in order but such a question should 
be framed to secure an answer which will give the required detail, 
no more and no 1 ess. If the answer given does not satisfy the 
question, more questions may have to be asked. In other words 
where one question will suffice, two or more questions should not 
be posed. The role of the hypotheses in determining the content 
of the question is of vital importance . 
2. Are several questions needed instead of one? 
Whilst bearing in mind the necessity of the question, it is also 
important to realise that in some situations more than one question 
will be required to cover the issue under review. For example, 
the question "Are the rules pertaining to the advertising of 
professional accounting services satisfactory as they stand at 
present"?, may receive the answer "no " from all persons completing 
the questionnaire. That only tells the researcher that the rules 
are unsatisfactory but gives no reasons at all. If this question 
i s then suppl emented by the fo 11 owi ng two questi ons "Shoul d the 
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rules be less restrictive?", a more meaningful picture arises as 
half the persons completing the questionnaire may think the rules 
are unsatisfactory because they are too restrictive whi 1st the 
other half consider that the rules are not restrictive enough . It 
is however important to note that the first question asked is also 
necessary as certain persons may consider the rules to be satisfac-
tory, in whi ch case theywoul d have no need for the second and 
third questions. 
3. Do persons answering the questionnaire have the necessary 
i nformati on? 
Before questions on issues are posed, it is necessary for the 
researcher to be satisfied that the partners completing the question-
naire would have the information required. Not only should he be 
satisfied of this, but he should also be satisfied that reliable 
answers would be given and that answering the questions will not 
require a great deal of time and effort on the part of the partner. 
Gilbert A. Churchill (124) suggests that the researcher ask the 
following in respect of each question being considered for inclusion 
in the questionnaire 
Does the question call for answers the respondent cannot give 
or cannot give accurately? 
Is the issue within the respondent's experience? 
Would the respondent have to do a great deal of work to answer 
the question? 
Does the question ask for opinions on matters so unfamiliar to 
the respondent that the answer does not mean what it seems to? 
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Is the respondent to whom the enquiry will be directed, the 
best source of information or should this specific data be 
secured from someone else? 
Can the respondents be expected to remember the information? 
In view of the fact that distributors approached to assi.st in this 
survey, were selected on a judgemental basis, it was possible in the 
opinion of the researcher, to obtain the type of respondent who 
would be satisfactory. It is also acceptable to assume that the 
distributors, being aware of the requirements of the researcher as 
regards respondents, would approach the right type of partner to 
complete the questionnaire. 
Relating the questions posed by Churchill to the questionnaire: 
(a) Each partner should have been able to give accurate answers, 
within the framework required by the fixed alternative answer 
format. Whilst it is accepted that the fixed alternative 
format .did not allow for the expansion of a partners opinion 
on an issue, the fixed alternatives were descriptive and 
varied enough to allow a sufficiently accurate answer. 
(b) A partner in a professional firm is directly concerned with 
the development of his business and the issue of advertising 
will automatically affect him. Therefore, it was logical to 
assume that the issue was within his experience. 
(c) The questionnaire was designed to require approximately 45 
minutes of the partner's time. Hhilst ·it was expected that 
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partners would need to crystalize their thoughts to satisfy the 
fixed alternative response format, a great deal of work should 
not have been necessary before a meaningful response could be 
achieved. Furthermore the questions were not designed to test 
the knowledge of partners of the existing rules and regulations 
but rather to obtain opinions on issues which they have been 
forced to face by virtue of their position within the profession. 
(d) In view of the partners' position, as discussed in parts (b) and 
(c) above, it can safely be assumed that none of the matters on 
which questions have been posed were unfamiliar to them. 
(e) In the judgement of the researcher no better population than the 
one used for this survey, namely accountants registered with the 
Public Accountants' and Auditors' Board as being in public 
practice, could have been chosen. As a source of information 
the person most involved with the topic should be the most 
knowledgeable. In this case partners, by virtue of their 
direct interest in the advertising issues, were considered to be 
the most appropriate population . 
(f) By virtue of the basic characteristics of the population, 
sampled respondents could reasonably be expected to remember 
the information given. 
In view of the above analysis it was the considered opinion of the 
researcher that the distributors and respondents chosen had the 
necessary information available to complete the questionnaire in a 
meaningful manner. 
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4. Will Respondents provide the information? 
Where an issue under survey is of a sensitive nature respondents 
may not be prepared to divulge the information. Various methods 
exi st whereby the respondent can be "tri eked" into answeri ng the 
sensitive issues by clever questionnaire design. This factor 
played no part in the design or content of questions in this survey. 
As a solution to this problem of sensitive issues, bearing in mind 
that advertising of professional accounting services is a sensitive 
issue, anonymity of individuals' opinions was maintained. Whilst 
the individual distributors and respondents could be identified, 
their opinions could not . 
Step 4 - The determination of the form of response to 
each question 
The first decision which had to be made was whether the responses 
should be open-ended or fixed-alternative. The fixed-alternative 
response format was used. 
Once the fixed alternative format was selected, three possibilities 
arose (see Figure 7). 
FIGURE 7 : A breakdown of the form, the resnonse to a question 
may take 
FORM OF RESPONSE 
OPEN ENDED FIXED ALTERNATIVE 
DICHOTOMY MULTICHOTOMY 
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(i) Dichotomous Questions: the dichotomous question is a fixed 
alternative question for which only two alternatives are 
offered 
(ii) ~1ultichotomous Questions: the multichotomous question is a 
fixed alternative question where the respondent is asked to 
choose the alternative that most closely corresponds to his 
position on the subject . The mUltiple choice question does 
not permit the respondent to elaborate on his position, so 
is especially suitable when factual information is required. 
Parts Al and A2 of the questionnaire contained only dichotomous 
and multichotomous questions , as only factual descriptive 
information was required, namely the description of the firm to 
which the partner belonged and the characteristics of the 
partner completing the questionnaire. 
(iii) Scales 
In this method of obtaining a response to a question a scale 
is used from which the respondent once again chooses the · 
answer which best suits his opinion. In this form the 
question is multichotomous but also within the framework of 
a scale. The format is fixed alternative . 
The nature of the questions posed in Parts B, C and D lends 
itself to the adoption of a scale, as the intention was to 
test partners opinions and the strength of their opinions . 
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Determination of Scales used 
"In attitude research, measurement of the attitudes 
held is generally obtained in a relatively direct 
fashion through the use of some type of attitudinal 
scale. In this method a fairly direct question is 
given, and respondents reflect the strength and 
direction of their attitude by their responses, as 
measured upon carefully designed scales" (125). 
Two methods of scaling were considered for the fixed alternative 
responses needed for thi s ques ti onnai re, name ly "The Semanti c 
Differential Scale" and the "Likert Attitude Scale". 
Semantic Differential scaling method 
The semantic differential scale grew out of some research at the 
University of Illinois designed to investigate the underlying 
structure of words. The technique has been adapted to measure 
attitudes. 
The general thrust of the semantic differential technique has been 
to select an appropriate number of bipolar adjectives, or bipolar 
phrases which are used to "open" and "close" the scale. The bi-
polar adjectives or bipolar phrases are used to test an attribute 
of the sample. In the context of this survey, a question on the 
importance of independence to the accounting profession may have 
been structured as follows, if a semantic differential scaling 
form had been used 
Independence 
is 
important 
Independence 
is 
unimportant 
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Semantic differential scales generally consist of a range of seven 
responses. The seven responses will be coded, most often on a 
1 to 7 numerical basis . The respondent then selects the number 
which he considers best suits his opinions. Only the broad frame-
work exists in the form of the boundaries described by the bipolar 
adjectives or phrases. The semantic differential scaling form 
could be described as a fixed alternative response format, although 
it is not as structured as the Likert type scali ng plan which is 
discussed below . 
Rensis Likert scaling method 
The Likert method of summated ratings allows the respondent an 
expression of the intensity of feeling he has about the issue 
under revi ew. The scale in its purest form involves a proposition 
with which the respondent could either agree or disagree with various 
levels of intensity. For example in the context of this question-
naire a question on the importance of independence to the profession , 
was framed as a proposition or statement : 
Independence is the key-
stone of the audit 
profession 
! 
I Strongly 
; Agree 
, 
I 
i 
Agree 
Nei ther 
Agree Disagree Strongly Nor Disagree 
Disagree 
The Likert rating scale was considered to be ideal for Part B of the 
questionnaire, and it was used in its original range .of emotion. It 
was considered to be superior to the semantic differential for this 
survey for a number of reasons . Firstly, suitable bipolar 
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adjectives or phases could not be found to suit the issues being 
tested in the questionnaire. Secondly because the responses in 
the Likert format are highly structured and fixed alternates, it 
was considered that partners completing the questionnaire would 
benefit, and as a result more meaningful answers would be forth-
coming. 
For parts C and D of the questionnaire a Likert type format was 
used . The original range of emotion of feeling of intensity was 
altered from the classic Likert form of "strongly agree to strongly 
di sagree" to, in the case of Part C : 
Strongly In Strongly in Favour Neutra I Opposed Opposed Favour 
and in the case of Part D 
Very Appropriate Neutral In- Very In-Appropri ate Appropriate Appropriate 
This was done so that the answers to issues being tested by Parts C 
and D could be better framed. 
The topic dealt with in Part C covered the possible placing, means 
and methods of advertising professional accounting services . The 
intention was to test the intensity of feeling of partners about 
the proposed placing,means and methods to see if partners were in 
favour of or npposed to each issue and to what intensity. 
The topi c dealt with in Part D covered the appeal s ~Ihi ch coul d 
appear in advertisements for professional accounting services. The 
i ntenti on was to measure hoVi appropri ate or inappropri ate the appeals 
were in the opinion of the partner . 
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The entire structure of the propositions in Parts C and D lends 
itself to a Likert-type rating scale, but not in its original form. 
Rating Scales 
"The rater places the person or object being rated 
at some point along a continuum or in one of an 
ordered series of categories; a numerical value 
is attached to the point or the category"(l26) . 
A Likert statement is an example of a five point itemized rating 
scale. As a measurement basis each fixed alternative in the scales 
used in Parts B, C and D were assigned a number ranging from 1 to 5. 
"Strongly agree", "Strongly in favour" and "Very appropriate" were 
assigned the number 1 whilst "Strongly disagree", "Very inappro-
pri ate" and "strongly opposed" being the categories at the other end 
of the scales, were assigned the number 5. 
The next step in the development of the questionnaire is discussed 
below . 
Step 5 - Determination of the number of questions and the 
sequence of questions 
The primary consideration here was to make sure that all issues 
were covered, without imposing too much on the respondent partners' 
time. There can be little point in alienating one'srespondent 
because the questionnaire is too long. 
"The researcher needs to recognize immediately that 
the number of questions can be crucial to the success 
of the research effort . A very long questionnaire 
can appear quite imposing and may occasion a quick 
' circuZar filing ' even though it does not demand more 
than a few minutes of the respondent's time"( 127). 
The questionnaire consisted of 82 Questions on advertising, some of 
which had more than one part. To give the impression that the 
questionnaire was not too long and drawn out these 82 questions 
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were divided into three parts of 54, 22 and 6 questions respectively. 
Each part was printed on a different colour paper giving the 
impression of three questionnaires each of reasonable length. 
Timing of partners taking part in the pilot study indicated that 45 
minutes was about the time it took to answer the questionnaire. 
This was regarded by the.se partners as being reasonable. In 
addition to the above questions,lO straightforward dichotomous or 
mUltichotomous questions were asked in order to obtain factual 
information about the partners' firms and the partners themsel ves. 
Churchi 11 (128) suggests that the typical questionnaire contains 
two types of information: basic information and classification 
information. Basic information refers to the subject of the study, 
in this case partners opinions on the advertising of professional 
accounting services (Part B), the placing, means and methods of 
advertising (Part C) and the appropriateness of various advertising 
appeals (Part 0). Classification information refers to the data 
collected by which we classify respondents so as to extract more 
information about the issues. In the case of this questionnaire, 
Part A was used to gather. classification information in the form of 
detail about the partner's firm and himself. 
Churchi 11 (129) continues by stating that "the proper questionnaire 
sequence is for questions securing basic information to be presented 
first and those seeking classification information to be presented 
last". The logical reasons for this are that without basic informa-
tion there is no survey, and that the researcher does not want to 
alienate his respondent in any way by asking for personal 
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characteristics which may be sensitive to the respondent. 
This sequence was · ~ot followed in the design of the questionnaire 
for this survey, primarily because the classification of information 
sought was the simplest part of the questionnaire and did not 
contain any sensitive questions. The researcher considered that 
the simplicity of this part of the questionnaire would ease the 
respondent into the balance of the questionnaire. 
The opening questions of Part B of the questionnaire were designed 
to secure the respondents' interest and co-operation and to identify 
clearly the main issue of the survey. The questions dealing with 
the other issues were roughly grouped issue by issue but in no 
particular issue order. 
The order of PARTS B, C and D have no real significance other than 
that PART B sought basic information which required the most thought. 
Step 6 - Re-examination of Steps 1 - 5 
Each step in the process described in steps 1 - 5 was re-examined, 
with the intention of ensuring that each question was not confusing 
or ambiguous, potentially offensive to the respondent, leading or 
bias inducing, and easy to answer. 
As part of this re-examination,colleagues within the researcher's 
work environment assisted. They were however not part of the 
official pilot study conducted to discuss the questionnaire. 
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Step 7 - Pretesting and revision of questionnaire 
"The researcher who avoids a questionnaire pretest 
is either naive or a fool. The pretest is the most 
inexpensive insurance the researcher can buy to 
assure the success of the questionnaire and the 
research project" (130). 
The pretest or pilot sample was selected from partners from 
professional accounting firms around South Africa, who visited 
Rhodes University during the month of August 1982. Each partner 
was approached by the researcher with the request that he complete 
a questionnaire. All partners approached, agreed. A discussion 
explaining the survey was conducted during which the partners were 
asked to pay particular attention to whether: 
(a) the questions were ambiguous or confusing, 
(b) any vital issues relating to the subject of the survey had 
been omitted, 
(c) the format of the questionnaire was acceptable to them and 
the questions were comparatively easy to answer, 
(d) a time allocation of approximately 45 minutes was realistic. 
Details of pilot sample 
1. 16 partners took part in the pi lot tes ti ng 
2. Three regions were represented: Cape 
Transvaal 
Natal 
3. The sizes of firms from which 
partners came were as fo 11 ows 1-10 small 
11-50 med i um 
6 
9 
1 
16 
1 
4 
51- large 11 
16 
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4. All partners came from English speaking firms and had English 
as their home language. 
5. The ages of the partners were split 
6. 
as follows : 
The "years experi ence as partner" 
split was as follows: 
Up to 35 5 
35 - 50 10 
51 and over 1 
Up to 5 
6 to 15 
16 and over 
16 
8 
6 
2 
16 
Although the partners taking part in the pilot sample had the 
characteristics required for the partners to be sampled in the main 
sample, they were not necessarily representative of the population. 
The population from which pilot sample respondents were selected 
was chosen purely on a convenience basis. The sample drawn 
contained an element of quota sampling in that the three regional 
societies represented were identified as cell s and partners were 
drawn from each. The number of respondents was a judgemental 
decision made by the researcher. 
The fact that the pilot sample did not contain all characteristics 
of the population was not seen as a problem, as the pilot sample was 
only used to test the questi onnaire before final drafting, and the 
results were not incorporated in final analysis. 
Results of the pilot study 
No major changes were necessary. All partners agreed that all 
relevant issues had been covered and that the questions were not 
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ambiguous or difficult to understand. 
To improve the final questionnaire the following amendments were 
made 
Part A, Question 4. 
Pi 1 ot study read, "Is yoU:t' firm part of a firm practisi ng in 
the USA "? 
If your fi~ is only as sociated with a USA 
firm answer 'no ' ". 
Fi na 1 ques ti onnai re read "Is your f i rm part of an i nternational 
association "? 
This change was made because partners felt that a better description 
of their relationship with their firm elsewhere in the world was 
"association " . Even though the major firms share a common name 
with the USA fi rm they are not part of the USA fi rm . 
Part B, Questions 7, 9, 10 and 11 
Questions 7, 9, 10 and 11 questioned whether firms should be allowed 
to advertise their various categories of service: 
(a) without restriction 
(b) subject only to the Institute's standards of professional 
di gnity. 
Thi s was followed by a note: This would imply that all advertise-
ments would have to be approved before publication . 
As the above wording was considered to be clumsy and ambiguous, the 
wording for questions 7,9,10 and 11 was changed to : 
(a) without restriction 
(b) subject only to obtaining approval for each advertisement 
from the Institute. 
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Part B, Question 55 
Question 55 was only included in the questionnaire used in the 
pilot study and was designed as follo~ls : 
"Aft er comple ting t he questionnair e> di d 
you change your answer s to> 
Ql (Are t he r ules satisfactory as they s tand 
at pr esent ) 
Q2 (Should the rules be more re s t rictive) 
QJ (Should the rules be less r e s t rictive) " 
YES NO 
The object of this was to assist the researcher in deciding whether 
partners in general had considered the issues involved before giving 
thei r answers to the fi rs t three ques ti ons. All sixteen partners 
, 
stated that no change had been made after completing the question-
naire, which it was considered gave some indication that partners 
in general were aware of the issues prior to answering the question-
naire. 
The question was removed f rom the fi nal questionnaire as it was no 
longer needed . 
Part D. 
Part 0 of the questionnaire called for partners' opinions on the 
appropriateness of a number of advertising appeals which might 
appear in an advertisement for professional services. To make the 
questionnai re clearer the word "Appeal" was attached to the heading 
of each category of appeal, for example, in the pilot study the 
category on services offered was headed "Service" whilst in the 
final questionnaire it was headed "Service Appeal" . 
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Slight alterations .were made to the wording of the points under 
each category and the points dealing with, personal attention, 
firm captions and firm approaches/packages offered, were moved for 
clarity, from the Professional Credentials Appeal to the General 
secti on. 
Relating the results of the pilot study to the objects of the study 
(a) the ambiguous or confusing questions were altered, 
(b) no vitali ssues were i dentifi ed as bei ng omi tted, 
(c) the format of the questionnaire was highly acceptable and 
the questions were comparatively easy to answer, 
(d) the time allocation of approximately 45 minutes was realistic. 
Transl ation 
At this stage the questionnaire was ready for translation from 
English into Afrikaans. It was considered essential to do this as 
both English and Afrikaans distributors and respondents were used. 
The translation was carried out by a bilingual registered accountant 
lecturing at Rhodes University. The person concerned had had 18 
years experience in a bilingual partnership in the Orange Free State 
and was fully aware of the issues involved in the research. 
As an additio~al safeguard, the translation was discussed and 
checked in the Department of Afrikaans/Nederlands at Rhodes 
University. 
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Results 
The information from the questionnaires was processed by computer . 
Using the Statistical Package for Social Sciences, the following 
information was extracted 
1. a frequency distribution by description of the f i rm to which 
the partners belonged (Part A1 of the questionnaire), 
2. a frequency distribution by characteristic of the partner 
completing the questionnaire (Part A2 of the questionnaire), 
3. a cross tabulation for each question in Part B, C and D of 
the questionnaire by size of firm, years experience of the 
partner, partner's age and partner ' s home language. 
The information extracted as described above appears in the 
appendices starting on page 247 . 
Conclusion 
In the opinion of the researcher the use of the methodology 
described in this chapter was sufficiently sound to give meaningful 
results. 
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CHAPTER 5 
Research Findings Analysis of the responses received from partners 
taking ·part in ·this Survey. 
A. The analysis which follows is divided into three main sections, 
namely: 
1. An analysis of responses received under PART B of the 
ques ti onnai re whi ch was headed "Ouesti ons to test partners' 
opinions in respect of the advertising of professional 
accounti ng servi ces" . 
2. An analysis of responses received under PART C of the 
questionnaire which was headed "Questions to test partners' 
opinions in respect of the placing, means and methods of 
advertising" . 
3. An analysis of responses received under PART D of the 
questionnaire which was headed "Questions to test partners' 
opinions in respect of the overall content of advertisements". 
B. The tables appearing in the analysis are numerically sequenced by 
section (see A). The table number is preceded by an alphabetic 
symbol . This symbol relates tothe relevant part of the questionn-
aire, e.g. the first table under Section 2 (see A ) will be 
table C.l. 
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C. For a better understanding of this chapter, the detailed results 
appearing in the appendices should be consulted. 
D. Figure 8 below explains the meaning of the various categories 
used in the ana lys i s of a 11 of the three secti ons . 
FIGURE 8 : A key to the categories used in the analysis of 
responses received in respect of Parts B, C and 0 
of the questionnaire 
Age 
Category A = Respondents aged up to 35 years 
Category B = Respondents aged 36 to 50 years 
Category C = Repondents aged 51 and over 
Years experience as a partner 
Category D = Up to 5 years experience 
Category E = 6 to 15 years experience 
Category F = 16 or more years experience 
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I ANALYSIS OF RESULTS: PART B OF THE QUESTIONNAIRE: 
PARTNERS' OPINIONS IN RESPECT OF THE ADVERTISING OF 
PROFESSIONAL ·ACCOUNTING ·SERVICES · 
The intention of this section of the questionnaire was to gain an 
insight into partners' opinions on eight issues related to the 
advertising of professional accounting services . 
Where the analysis of responses indicated that 50% or more of the 
respondents supported an hypothesis as stated, the hypothesis was 
accepted. If a figure of 50% ~Ias not achieved, the hypothesis was 
rejected, unless otherwise explained in the text. 
Each of the eight issues related to the advertising of professional 
accounting services was analysed separately. The issues and the 
hypotheses which related to them are identified in Chapter 3 of this 
thesis. 
5. 1. 
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The acceptability of the present state of the rules and regulations 
pertaining -to -the -advettising of professional accounting services 
HYPOTHESIS NO . 1. It is hypothesised that, in the opinion of 
partners taking part in this survey, the 
existing rules and regulations -pertaining 
to the advertising of professional account-
services are unsatisfactory. 
HYPOTHESIS NO. 2. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
rules referred to in hypothesis No.1 should 
be less restrictive . 
TABLE B.1 An analysis, by percentage, of responses to the questions 
related to the present state of the rules and regulations 
pertaining to the advertising of professional accounting 
services 
The rules are satis-
fa ctory as they 
stand at present. 
The rules should be 
less restrictive . 
STRONGLY 
AGREE 
4,9 
6,2 
AGREE 
42,4 
i 
t 
, 
! , 
43,8 I 
NEITHER 
AGREE STRONGLY 
NOR DIS- DIS- DIS-
AGREE AGREE AGREE 
7,6 38,9 6,2 
16,0 22,2 11 ,8 
As can be seen from the table above (Table B. l) the respondents taking 
part in this survey were sharply divided on whether the present rules 
and regulations are acceptable . Although sharply divided neithe r those 
who agreed nor those who disagreed were in the ma j ority . The second 
question gives an indication that the rules are considered to be 
unsatisfactory by some because they are too restrictive, but with only 
50% of respondents feeling this way it is far from conclusive . However, 
it is submitted by the researcher, that if approximately half of any 
membership is opposed to the rules and regulations of its controlling 
body, careful consideration should be given to those rules and regulations. 
TABLE B.2 
Size L 
M 
S 
Age A 
B 
C 
Experi ence 0 
E 
F 
Language A 
E 
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An analysis, by percentage, of responses to the question 
of whether the present rules and regulations are 
satisfactory by size of firm, age, experience and language 
NEITHER 
AGREE STRONGLY 
STRONGLY NOR 015- DIS- DIS-
AGREE AGREE AGREE AGREE AGREE 
2,0 20,0 8,0 58,0 12,0 
9,1 45,5 13 ,6 27,3 4,5 
5,6 56,9 5,6 29,2 2,8 
0,0 35,1 8,1 45,9 10,8 
7,1 42,9 7,1 38,1 4,8 
4,3 52,2 8,7 30,4 4,3 
0,0 35,3 5,9 50,0 8,8 
4,4 41 ,2 8,8 39,7 5,9 
I 
9,8 51 ,2 7,3 26,8 4,9 
, 
7,7 53,8 5,8 30,8 1 ,9 
I 
-
3,3 35,6 ! 8,9 43,3 8,9 I 
As can be seen from the table above lfable B.2) some interesting 
differences of opinion are indicated. 70% of respondents from large 
firms disagreed that the rules as they stand at present are satisfactory, 
whilst only 32% of partners from small firms disagreed. To add 
emphasis to the difference in opinion between large firm and small firm 
respondents, 74% of respondents from large firms felt that the rules 
should be less restrictive compared to 31,7% of respondents from small 
firms who felt this way. It is submitted that there are several reasons 
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for this difference of opinion between small and large firms. Firstly, 
the large firms have strong associations with the firms in the United 
States of America . These firms are more progressive because they 
operate under a far less stringent .set of rules pertaining to advertising, 
and whilst it is not suggested that there is any direct pressure brought 
to bear by the Americans on the South Africans, their influence does 
permeate this country. Secondly, the large firms are in 
fact running very large businesses with all the normal expense of big 
business. It is only logical therefore that the firms should want to 
develop and promote themselves. Thirdly the small and medium sized 
firms fear that if advertising is allowed they will not have the 
resources to combat what they consider will be an onslaught by the large 
firms on the market. 
The analysis by age and experience indicated that the younger and least 
experienced partners found the rules unsatisfactory, whilst their older 
and more experienced counterparts felt that the rules were satisfactory. 
It is submitted that this difference can be attributed to the conserva-
tism of the older respondents and the youthful enthusiasm of younger 
respondents who feel that they can be both professional and commercial. 
The analysis by language group indicated that 61,5% of Afrikaans speaking 
respondents were satisfied with the rules, whilst only 38,9% of English 
speaking respondents were satisfied with the rules. It is submitted 
that the reason for this is the basic conservatism of the Afrikaans 
speaking respondents and the fact that the large firms, who in general 
disagreed that the rules are satisfactory are, in the majority, English 
speaking firms. 
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It is interesting to note that respondents overall, regardless of the 
size of the firm from which they came, their age, experience and 
language, disagreed that individual members of firms or the firms them-
selves should be allowed to advertise without restriction. The logical 
reason for this is that all respondents realise the damage that could be 
done to the professional body as a whole, and to its members if 
unrestricted advertising were allowed. This is borne out by the fact 
that 75% of respondents overall agreed that there will always be a few 
firms who will use advertising in a distasteful manner. 
What of the future? 38 ,2% of all respondents agreed that South Africa 
would follow the United States of America and lift restrictions on 
advertising, whilst 45,1 % felt that the South African nrofession should 
use all in its power to maintain strict rules against advertising. As 
was to be expected the support for the statement that South Africa would 
inevitably follow the United States and lift restrictions on advertising 
came from respondents from large firms, the youngest age category and the 
"least experienced" category. A prominent feature of the analysis of 
this question was that an unusually high percentage neither agreed nor 
disagreed with the statement. 
Once again the conservative element indicated their presence by agreeing 
that the South African profession should use all in its power to maintain 
strict rules against advertising . Predictably, support came for this 
statement from respondents from small and medium size firms, from the 
older and more experienced partners and from Afrikaans speaking partners. 
- 152 -
At this point an interesting point arises which indicates some contra -
diction to the findings recorded so far under this section. In 
response to the statement that the rules applicable to advertising 
should simply ensure that any published advertisement does not contain 
any misstatement or make any false claims, partners overall indicated 
agreement, regardless of size of firm, age, experience or language . 
In effect that statement above represents the core around which the 
American rules and regulations are built. It is submitted by the 
researcher that respondents are guided more by emotion than by facts on 
the subject of advertising professional accounting services! 
In view of the overall discussion concerning the hypotheses under this 
section both hypotheses 1 and 2 were accepted. 
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-5.2. The advertising of professional accounting services and independence 
HYPOTHESIS NO.3. It is hypothesised that. in the oplnlon of 
partners taking part in this survey. 
independence is the keystone of the audit 
profession. 
HYPOTHESIS NO.4. It is hypothesised that. in the opinion of 
partners taking part in this survey. 
advertising ~lOuld impair the auditor's 
independence. 
The positive nature of the response to the question of whether 
independence is the keystone of the accounting profession 
emphasizes the importance that the accounting profession attaches 
to independence. Havi ng es tab 1 i shed thi s fact the relevance of 
the second hypothesis under this section. became most obvious. 
The results indicated that respondents overall disagreed that the 
auditor-'s independence would be impaired if advertising of pro-
fessional accounting services was allowed. This finding was not 
common to all the analyses performed for the various categories. 
No conclusive result was found amongst partners from small firms. 
with 26.4% of respondents from small firms neither agreeing nor 
di sagreei ng. 
When analysed by age and experience categories. it was found that 
- respondents in the age category A (youngest) and experience 
category D (most inexperienced) disagreed that advertising would 
impair the auditors independence whilst their older. more 
experienced counterparts showed far less tendency to disagree. 
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It is submitted that the reason for this difference in opinion 
between members of the profession on this issue is that many 
respondents fail to understand that advertising is simply a way 
of promoting themselves as being able to offer a particular 
service, and has nothing to do with the performance of their 
duties. The auditors independence relates to the performance 
of his duties and not to his appointment. This interpretation 
is borne out by the positive response to the statement that ad-
, 
vertisements would only impair the auditors independence, if 
promi ses were made in the adverti sement whi ch placed res tri cti ons 
on the auditor~ performance of his duties, for example where the 
advertisement promised a reduced fee. Respondents agreed with 
the statement regardless of the size of firm from which they came, 
their ages, and their experience. Afrikaans speaking respondents 
were less in agreement than their English speaking counterparts and 
also showed a higher percentage of respondents as neither agreeing 
nor disagreeing with the statement. No reason for the difference 
between English and Afrikaans respondents was apparent at this 
stage of the survey, but it is submitted that Afrikaans speaking 
respondents do not have as clearly defined opinions as their 
English counterparts on advertising professional accounting 
servi ces. 
Hypothesis No . 3 was accepted . Hypothes i s No . 4 was also accepted, 
but only where the advertisement placed restrictions on the auditor 
in the performance of his duties . 
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5.3. Institute Control 
HYPOTHESIS NO.5. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
advertising of professional accounting 
services should be carried out by the 
Institute only, on behalf of the profession. 
HYPOTHESIS NO.6. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, firms 
should be able to advertise subject only to 
obtaining approval for each advertisement 
from the Institute. 
Overall, exactly half of the respondents agreed that advertising 
should be carried out by the Institute only, on behalf of the 
profession. However the analysis by category revealed some 
interesting findings, as is indicated by Table S.3. 
TABLE B.3 
Size of finn 
Age 
Experi ence 
Language 
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An analysis, by percentage, of responses to questions on 
whether the advertising of professional accounting 
services should be carried out by the Institute only, 
on behalf of the profession, analysed by size of firm, 
age, experience and language 
NEITHER 
AGREE STRONGLY 
STRONGLY NOR OIS- OIS- DIS-
AGREE AGREE AGREE AGREE AGREE 
L 4,0 22,0 6,0 58,0 10,0 
M 27,3 31 ,8 4,5 18,2 18,2 
S 26,4 37,5 8,3 23,6 4,2 
A 8,1 27,2 10,8 51 ,4 2,7 
B 19,0 32,1 4,1 31 ,7 1 3 ,1 
C 34,8 34,8 8,7 21 ,7 0,0 
0 8,8 17 ,6 14,7 50,0 8,8 
E 13 ,2 36,8 4,4 35,3 10,3 
F 36,6 34,1 4,9 19,5 4,9 
A 23,1 
. 
40,4 9,6 26,9 0,0 
I 
E 
I , 
15,6 i 26,7 5,6 I 38,9 13,3 I 
As can be seen from Table B.3 above, the support for institutional 
advertising came from small and medium sized firms. It is 
submitted that the reason for large firms disagreeing is that they 
wish to control their own affairs. It should not be implied from 
this question that large firms are necessarily in favour of advertis-
ing professional accounting services, but rather that they do not 
wish the Institute to advertise on their behalf . It is further 
. . 
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submitted that the large firms feel that the major portion of the 
finance required for the Institute to run advertising campaigns 
would come from them, for which they would not necessarily receive 
a corresponding portion of exposure. This is borne out by the 
response to the statement that member firms could reasonably be 
expected to pay an annual subscription for the service rendered by 
the Institute on their behalf. The large firms disagreed with the 
proposal and the small and medium sized firms, realising that they 
might have to pay for the service, were also not as strongly in 
agreement as they were with the concept of Institutional advertising. 
The support of the small and medium sized firms for the concept of 
institutional advertising can logically be attributed to the fact 
that these firms would not have the resources to embark on their own 
advertising campaigns. 
The analysis by age and experience (see Table B.3) indicated that the 
young and inexperienced partne rs disagreed with the concept of 
institutional advertising whilst the older and more experienced 
partners were in agreement with the concept . 
The anal ysis by language group indicated that the majority of the 
Afrikaans speaking respondents agreed with the concept of institu-
tional advertising whilst the English speaking respondents dis-
agreed . It is submitted that the reasons for this are twofold. 
Firstly,the main oppos i tion to institutional advertising come from 
the large firms, the majority of which are English speaking, and 
secondly that the Afrikaans speaking respondents are more 
supportive of the group concept and less individua l istic. 
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Hypothesis No.5 was accepted. 
The idea that firms should be able to advertise subject only to 
obtaining the approval of the institute was not supported. 
Respondents overall, regardless of the size of the firm from which 
they came, their age, experience and home language, disagreed with 
this proposal. The reasons for this are, in the opinion of the 
researcher : 
1. it would be impractical to run such a scheme from a cost and 
time point of view, and 
2. partners do not want to have their actions approved as they 
do not consider it necessary. 
Hypothesis No.6 was rejected. 
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5.4 The distinction between the various categories of accounting 
service offered by the accounting profession 
'HYPOTHESIS NO.7 . 
HYPOTHESIS NO.8. 
It is hypothesised that, in the oplnlon of 
partners taking part in this survey, independence 
is not important in assignments in the Management 
Advisory Service, Taxation and Estate Planning 
categories. 
It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the rules 
pertaining to the advertising of professional 
accounting services offered by the accounting 
profession, should distinguish between audit, 
management advisory, and taxation and estate 
planning services. 
Overall 56,9% of respondents did not agree that independence was not 
important in the management and taxation and estate planning 
categories, while 33,4% of respondents agreed. Had the question 
read "Independence is not as important in assignments in the manage-
ment advisory and taxation and estate planning service categories as 
it is in the audi t servi ce category", a better i ndi cati on of whether 
respondents consider the degree of independence to be an area of 
distinction between the three categories of accounting service 
offered, would have been achieved. However, bearing in mind firstly, 
that under Section 2 (Independence) of this analysis, respondents 
overwhelmingly supported the idea that independence was the keystone 
of the audit profession, and secondly, that 33,4% of respondents did 
not agree that independence is important in the management advisory 
and taxation and estate planning categories, it is logical to assume 
that respondents do draw a distinction on the degree of independence 
necessary in the three categories of accounting service offered. 
TABLE B.4 
Size 
Age 
Experience 
Language 
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An analysis, by percentage, of responses to the statement 
that there should be some distinction between the three 
categories of accounting service offered by the profession, 
analYSed by size 'of firm, ' age, experience and language 
NEITHER 
AGREE STRONGLY 
STRONGLY NOR DIS- DIS- DIS-
AGREE AGREE AGREE AGREE AGREE 
L 2,0 62,0 4,0 28,0 4,0 
f1 4,5 27,3 13,6 36,4 18,2 
S 6,9 31,9 13,9 29,2 18,1 
A 8,1 43,2 21 ,6 24,3 2,7 
B 3,6 41 ,7 6,0 32,1 16,7 
f--
C 4,3 39,1 8,7 30,4 17,4 
0 8,8 47,8 14 ,0 23,5 5,9 
E 2,9 45,6 10,3 32,4 8,8 
F 4,9 29,3 7,3 31 ,7 26,8 
A 3,8 32,7 19,2 26,9 17,3 
E 5,6 47,8 4,4 I 31,1 11 ,1 
I 
0 0,0 0,0 0,0 I 0,0 0,0 
As regards the question of whether there should be some distinction in 
the rules between the three categories of accounting service offered the 
table above (Table B.4 ) provides some interesting results. Once again 
large firms differed from small firms in their opinions. It is 
submitted that this is because large firms see the three categories of 
accounting service as very distinct units. All the 1 arge fi rms have 
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management advisory and taxation departments which are virtually 
au ton omous . The small and medium size firms, on the other hand, do 
not have sufficient of each category of accounting service to create 
separate departments. Furthermore a great deal of the work which small 
and medium sized firms do, that could be described as management 
advisory or taxation work, is an integral part of the overall "audit" 
service ~Ihi ch the small and medi urn si zed practi ces offer to thei r 
cl ients. For these two reasons small and medium sized firms do not 
perceive a clear distinction between the three categories of accounting 
service. 
No significant differences of opinion were found amongst partners from 
different age categories and different experience categories. As can 
be observed from Table B.4 the older and more experienced respondents 
disagreed that any distinction in the rules should be made, but this is 
attributed to the conservatism of this group, a characteristic which has 
become obvious in the analysis of results in Parts B, C and D of this 
survey. 
The difference in agreement with the s tatement bet~leen Eng 1 i sh and 
Afrikaans respondents can be attributed to the comparatively large 
percentage of Afrikaans respondents who neither agreed nor disagreed 
with the statement. This supports the contention that Afrikaans 
speaking respondents do not have as clearly defined opinions on the 
advertising of professional accounting services as do their English 
counterparts; . It is submitted further, that any distinction made by 
respondents is based on the fact that members of the profession compete 
with non-members in the areas of management advisory and taxation and 
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estate planning services. 
Hypothesis No.7 was rejected . . On the overall results obtained under 
this section hypothesis No.8 should be rejected. However the 
analysis of responses submitted under Parts C and D of the questionnaire 
indicate clearly that respondents draw a clear distinction between audit 
services on one hand, and management advisory and taxation and estate 
planning on the other. Furthermore the nature of the responses given 
imply that a separate set of rules and regulations would be appropriate. 
On the strength of all the findings related to this hypothesis, it was 
decided that the hypothesis should be accepted . 
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5.5. The advertising of professional accounting services and 
competiti on 
The analysis of responses received for questions related to competition 
are dealt with under three main headings: 
(i) General 
(ii) Competition amongst members of the accounting profession 
(iii) Competition with non-members of the accounting profession 
(i) Genera 1 : Hypotheses 9, 10 and 11 
HYPOTHESIS NO.9. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
accounting profession in South Africa is 
highly competitive within the existing rules 
and regulations 
HYPOTHESIS NO. 10 . It is hypothesised that, in the oplnlon of 
partners taki ng part in thi s survey, 
competition should be fostered between members 
of the profession by relaxing the existing . 
rules and regulations . 
HYPOTHESIS NO. 11. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
competition based upon the effectiveness 
of advertising will lessen the importance 
of the quality of service rendered by the 
profession . 
Regardless of the size of the firm from which they came, their age, 
experience and home language, the majority of respondents agreed that 
the accounti ng professi on in South Afri ca is at present very competi ti ve, 
and that the basis of that competition was the quality of service 
offered and the competence and efficiency of the firm . 
Hypothesis No. 9 was accepted. 
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On the question of whether competition based upon the effectiveness of 
advertising will lessen the importance of the quality of service 
rendered by the professional accountant, the respondents overall were 
equally divided in their opinions, with inconclusive results being the 
outcome. However, if the results obtained under Section 8 (Quality of 
Service) are taken into consideration, one can assume that a majority 
of respondents do not consider that the effectiveness of advertising will 
become the basis of competition between firms. Furthermore, they do not 
agree that advertising will lessen the quality of service offered. 
Hypothesis No. 11 was rejected. 
Evidence that a fair percentage of respondents (40,3%) are satisfied 
that quality of service offered should be the basis of competition 
between members of the accounti ng professi on, was provi ded by the res-
ponses to the question of whether competition should be fostered between 
members of the profession by allowing advertising of professional ser-
vices. Predictably, respondents from large firms, and respondents from 
the youngest and least experienced categories comprised a far lower 
percentage who disagreed, and a far higher percentage who agreed that 
competition should be fostered between members of the profession. This 
result was regarded as predictable because respondents from these 
categories have consistently indicated throughout this thesis, their 
favourable disposition towards the advertising of professional account-
i ng servi ces . 
Hypothesis No. 10 was rejected. 
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(ii) Competition amongst members of the accounting profession 
Hypothesis 12 
HYPOTHESIS NO . 12. It is hypothesised that, in the opinion of 
partners taking part in this survey, the 
advertising of audit services should be 
allowed without restriction. 
TARLE 8.5 An analysis, by percentage, of responses given to 
questions related to the issue of competition 
amongst members of the accounting profession 
NEITHER STRONGLY STRONGLY AGREE 015-
Advertising would 
cause polariz-
ation 
Adverti si ng of 
audi t servi ces 
where members 
compete wi th 
members should be 
all owed without 
restri cti on 
Advertising of 
audi t servi ces 
where members 
compete wi th 
members should be 
all owed subject 
only to obtaining 
approval for each 
advertisement from 
the Insti tute 
AGREE 
8,3 
2,1 
4,2 
AGREE 
43,1 
9,7 
22,2 
DIS-NOR DIS- AGREE 
AGREE AGREE 
25,7 22,9 0,0 
6,2 37,5 44,4 
4,2 35,4 34,0 
. 
As can be seen from the above table, the majority of respondents agreed 
that the advertising of professional accounting services would cause 
polarization within the profession. Perhaps more significant than the 
51,4% who agreed , i s the low figure of 22,9% who disagreed . An analysis 
of the results by size of firm and by language group, reflected very 
similar results to those indicated in the analysis of all respondents. 
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However, as shown in Table B.6 belOl'I, the analysis of responses by age 
category and by experience category, revealed some interesting points. 
TABLE B.6 
Age A 
B 
C 
Experience D 
E 
F 
An analysis, by percentage, of responses to the question 
of whether adverti si ng woul d cause pol ari zati on in the 
accounting profession, analysed by age category and 
·experience category 
NEITHER STRONGLY STRONGLY AGREE AGREE DIS- DIS-AGREE NOR DIS- AGREE AGREE AGREE 
0,0 24,3 48,6 27,0 0,0 
10,7 50,0 20,2 19,0 0,0 
13,0 47,8 8,7 30,4 0,0 
0,0 29,0 41,0 30,1 0,0 
10,3 45,6 25,0 19,1 I 0,0 
12,2 51,2 14,6 22,0 I 0,0 
What is evident from the above table, is that respondents from the 
youngest and least experienced categories are undecided on this issue, 
whilst the majority of their older and more experienced counte rparts 
show definite views. It is interesting that the youngest and least 
experienced group show indecision. 
It has been shown in this thesis that this group has consistently been 
favourably disposed to advertising, but when asked to indicate whether 
they think the advertising, of which they are in favour, will polarize 
the profession, they are undecided. It is submitted that respondents 
from this group have answered this way because they realize that, to 
agree with the statement, would be admitting that what they think would 
0< 
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be desirable, namely advertising,would be detrimental to the profession, 
and this admission would surely weaken the case for allowing the adver-
tising of professional accounting services. 
Where members compete with members, respondents, regardless of the size 
of firm from which they came, their age, experience and language, did 
not agree with the proposal that advertising should be allowed unres-
tricted. Neither did they agree that advertising should be allowed 
subject only to obtaining approval for each advertisement. 
It is submitted that there are three reasons for the finding noted 
above. Firstly respondents believe that the accounting profession 
should be a unified body and that advertising of audit services would 
cause polarization amongst members. Secondly respondents do not agree 
with the concept of unrestricted advertising (see Section 1 - Accept-
ability of Present State of the rules and regulations pertaining to the 
advertising of professional accounting services), and thirdly respondents 
do not agree with the concept of Institute control in the form proposed 
above. 
Hypothesi s No. 12 was rejected . 
(i i i) Competi ti on wi th non-members of the accounti ng profess ion 
Hypotheses 13 and 14 
HYPOTHESIS NO. 13. It is hypothesised that, in the oplnlon of 
partners taki ng part in thi s survey, 
advertising of management advisory services 
where members of the profession compete with 
non-members of the profession, should be 
allowed without restricti.on . 
HYPOTHESIS NO. 14. It is hypothesised that, in the oplnlon of 
partners taki ng part in thi s survey, 
advertising of taxation and estate planning se r vices 
where members of the profession compete with 
non-members, should be allowed without 
res tri cti on. 
.. 
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The following analysis deals with the situation where members of the 
accounting profession compete with non-members of the profession. 
Competition with non-members can only take place in the accounting 
service categories of management advice, and taxation and estate 
planning advice . 
TABLE B.7 
Size L 
M 
S 
Age A 
B 
C 
Experi ence D 
E 
F 
Language A 
E 
0 
An analysis, by percentage, of responses given to the 
question of whether the advertising of management 
advisory services should be allowed without restric-
tion, analysed by size of firm, age, experience and 
language of respondent 
NEITHER STRONGLY STRONGLY AGREE AGREE DIS- DIS-AGREE NOR DIS- AGREE AGREE AGREE 
14,0 32,0 4,0 44,0 6,0 
9,1 27,3 4,5 36,4 22,7 
6,9 16,7 9,7 43,1 I 23,6 
, 
13,5 27,0 16,2 32,4 10,8 
10,7 I 23,8 I 3,6 42,9 19,0 , I I 
I 
! I 0,0 i 17,4 4,3 56,5 21,7 I I , I ! , I 
j 
I 
I 
i 14,0 ! 27,2 17,6 35,3 I 5,9 i , 
I 11 ,8 
i 27,9 I 4,4 38,2 17,6 I I I 
, I , 
i I I 26,8 2,4 12,2 i 2,4 56,1 
I I 
1,9 15,4 -! 9,6 48,1 25,0 I 
I 
14,4 27,8 ! 4,4 40,0 I 13,3 I I ! 
! I 
- i - I -
- -
I 
I 
J 
: 
i 
i 
, 
: 
i 
, 
, 
, 
, 
I 
I 
I 
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As can be seen from Table B.l, the majority of respondents from all size 
categories of firm, disagreed that unrestricted advertising should be 
allowed where members of the profession compete with non-members. If 
the resul ts of thi s tabl e are compared wi th the resul ts recorded for the 
proposal that unrestricted advertising be allowed where members compete 
with members it can be seen that respondents draw a distinction between 
the two situati ons. A far hi gher percentage of respondents from each 
of the size categories disagreed with unrestricted advertising where 
members compete with members. This emphasises the fact that respondents 
do not see the advertising of audit services and management advisory 
and taxation and estate planning services, in the same light, and there 
appears to be a case emerging for a different set of rules and regulations 
for the advertising of management advisory and taxation and estate 
planning services. 
The analysis by age and experience indicated that the majority of 
respondents from age categories Band C, and experience categories E 
and F, disagreed with unrestricted advertising where members compete 
with non-members, while the younger and least experienced respondents 
were, as a group, divided on the issue. These results are attributed to 
the conservatism of the older and more experienced respondents, and the 
generally favourable disposition which the youngest, least experienced 
group has towards advertising . 
As regards the language analysis, a far greater percentage of Afrikaans 
speaking respondents as opposed to English speaking respondents, dis-
agreed with unrestricted advertising where members compete with non-
members . The comparison between responses received on the question of 
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adverti si ng where members compete with members and where members compete 
with non-members, indicates that 84,6% of Afrikaans speaking respondents 
and 81,1% of English speaking respondents disagreed with advertising 
where members compete with members. For the question of advertising 
where members compete with noncmembers, the percentage of Afrikaans 
speaking respondents who disagreed dropped to 73,1% and the percentage 
of English speaking respondents who disagreed, dropped to 53,3%. This 
gave rise to two interesting points. Firstly, that English speaking 
respondents are far less opposed to unrestricted advertising where 
members compete with non-members compared to their Afrikaans counterparts, 
and secondly, Afrikaans respondents overall, are more conservative about 
the advertising of profes~ional accounting services than English speaking 
respondents. 
Where members compete with members, respondents, regardless of the size 
of fi rm from .Ihi ch they came, thei rage, experi ence and 1 anguage, did not 
agree with the proposal that advertising be allowed subject only to 
the approval of the Institute being obtained . This was consistent with 
previ ous fi ndi ngs (see Secti on 3 - Institute Control), on control by 
the Ins titute . 
Table B. 7 and the analysis above concerned the advertising of management 
advisory services. The results received on questions related to the 
advertising of Taxation and Estate Planning Services were so similar to 
those received for questions related to the advertising of management 
advisory services, that no separate analYSis was considered necessary 
for the former category of accounting service. 
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Finally, it must be noted that the majority of respondents, regardless 
of the size of the firm from which they came, their age, experience or 
language, agreed that active support should be given to members of the 
accounting profession by fellow members when competing with non-members 
for management advisory and taxation and estate planning services . 
In view of the discussion under this section, hypotheses 13 and 14 were 
both rejected . It must be pointed out however, that these hypotheses 
related to unrestricted advertising . An overall analysis of the opinions 
submitted in this survey, indicated that, some form of advertising of 
the two categories of accounting service, in which members of the account-
ing profession compete with non-members, should be allowed . 
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5. 6 The image of the accounting profession 
The image of the profession, and the effect that advertising may have on 
that image was considered from a number of viewpoints, namely: 
(i) Genera 1 Image 
(ii) Professionalism 
(iii) Public Awareness 
(iv) Traditional Users 
(v) Abuse of Advertising 
For the sake of clarity the analysis of responses received in testing 
the hypotheses formulated around each of the above viewpoints, is 
carried out separately for each viewpoint. 
(i) General Image: Hypothesis No. 15 
HYPOTHESIS NO. 15 . It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
advertising of professional accounting 
services will improve the image of the 
profession . 
Respondents, regardless of the size of the firm from which they came, 
their age, experience or language, agreed by a vast majority that 
uncontrolled advertising can,in itself,be demeaning to the profession as 
a whole and thus reduce the status and respect of the profession and 
its members in the eyes of the public . This was consistent with the 
reaction of respondents to a number of proposals put to them in Part C 
of the questionnaire in which they were asked to indicate their attitudes 
towards the suitability of various media for the advertising of professional 
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accounting services. The type of media through which uncontrolled 
advertising could possibly take place and through which large sections 
of the public could be reached, were considered unsuitable for the 
advertising of professional accounting services. These media included 
radio, television, popular magazines and non-financial newspapers. It 
is clear that respondents who are in favour of some form of advertising, 
would like to see tasteful, controlled advertising as opposed to dis-
tasteful and uncontrolled advertising. 
On the question of whether advertising will tarnish or improve the 
image of the profession, the opinion of respondents overall is equally 
divided, as. Table B.8 belo~J illustrates. 
TABLE B.8 An analysis, by percentage, of responses to questions 
related to the effect of advertising on the general 
image of the accountin9 profession 
Adverti si ng wi 11 
improve the image of 
the accounti ng 
professi on 
Advertising will 
tarnish the ima~e of 
the accounting' 
professi on 
STRONGLY 
AGREE 
3,5 
9,7 
AGREE 
31,9 
30,6 
NEITHER 
AGREE DIS- STRONGLY 
NOR DIS- AGREE DIS-
AGREE AGREE 
21,5 33,3 9,7 
18,1 38,2 3,5 
However, as Table B.9 indicates, a different picture emerges when the 
analysis is carried out for each of the categories into which respondents 
were divided. 
TABLE B.9 
Size L 
M 
S 
Age A 
B 
C 
Experi ence 0 
E 
F 
Language A 
E 
0 
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An analysis, by percentage, of responses to the 
ques~ion o~ wh:ther the advertising of accounting 
servlce~ wlll lmprove the image of the accounting 
professlon, analysed by size of firm, age, experience 
and language of respondent 
! I NEITHER STRONGLY STRONGL Y . AGREE AGREE DIS- DIS-AGREE ' NOR DIS- AGREE AGREE AGREE 
6,0 50,0 18,0 24,0 2,0 
0,0 22,7 18,2 40,9 18,2 
2,8 22,2 25,0 37,5 12,5 
5,4 37,8 35,1 16,2 5,4 
3,6 33,3 15,5 I 38,1 9,5 , 
, 
0,0 I 17,4 21,7 i 43,5 17,4 
! I , 
I 
, 5,9 , 33,1 
, 
38,2 14,0 8,8 
-;- : , , 
4,4 : 35,3 20,6 , 33,8 5,9 : , , 
I 
, 
0,0 24,4 9,8 , 48,8 17,1 
1,9 23,1 I 23,1 50,0 1,9 
I , 
~5'6 I 21,1 , 24,4 14,4 I , 
, 
I ! 
- - - I - -
, , , 
, ! I 
The majority of respondents from large firms agreed with the proposal 
that advertising would improve the image of the profession. This was in 
sharp contrast to the opinions of the majority of respondents from small 
I 
! 
I 
I 
I , 
! 
i , 
! 
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and medium sized firms, the majority of whom disagreed. This again empha-
sises the difference that exists between the attitudes of these groups 
to the advertising of professional accounting services. This result was 
supported by the responses to the question of whether advertising would 
tarnish the image of the profession,where only 20% of respondents from 
large firms as opposed to 54,5% from medium sized firms, and 50,0% from 
small firms agreed that advertising would tarnish the image of the 
accounting profession . 
The significant feature of the analysis by age and experience categories 
was the low percentage of respondents from the oldest and most experienced 
categories who agreed that advertising would improve the image of the 
accounting profession. This feature was matched by the high percentage 
. of respondents from these categori es who in fact, thought that adverti s-
ing would tarnish the image of the accounting profession. The results 
of this analysis were not surprising to the researcher as the older and 
more experienced respondents have been consistently more conservative 
throughout this survey. 
The analysis of responses from English and Afrikaans respondents 
indicated that the Afrikaans speaking respondents tended, more than the 
English speaking respondents, towards the line that the advertising of 
professional accounting services would not improve the image of the 
accounting profession, but would, in fact, tarnish it. This result is 
consistent \~ith the findings of this survey in that Afrikaans speaking 
respondents have been found to be more conservative on the issue of 
advertising professional accounting services. 
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The hypothes i s vias rejected. 
(ii) Professionalism: Hypotheses Nos. 16 and 17 
HYPOTHESIS NO. 16. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
traditional view that a professional person 
placed service to the client above profit 
making, still holds. 
TABLE B.10 An analysis, by percentage, of responses to questions 
related to the proposal that the traditional view that 
a professional person places service to the client 
above profit making, still holds 
The traditional view 
that a professional 
man or woman places 
service to his/her 
clients above profit 
making, still holds 
The professional 
should become more 
commercialised 
The professi on 
should strive to 
become more 
professional 
, 
, 
I , 
I , 
I 
STRONGLY AGREE AGREE 
7,2 34,7 
3,5 20,8 
11 ,1 61,1 
NEITHER STRONGL Y AGREE DIS- DIS-NOR DIS- AGREE 
AGREE AGREE 
18,7 33,8 5,6 
16,7 47,9 11 ,1 
16,0 11 ,8 0,0 
As the above table indicates, respondents overall were evenly split on 
whether the traditional view, that a professional man or vloman places 
service to his/her client above profit making, still holds . The overall 
opinion of respondents corresponds closely to the opinions of 
respondents when analysed by category, so it cannot be said that anyone 
, 
category has influenced the overall result in a particular way. Initially 
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this result appears alarming as it seems to indicate that one of the 
basic characteristics of a profession is no longer present in the 
accounting profession . However in the opinion of the researcher, the 
responses to the next two statements shown in Table B.10, indicate that 
responses to the first statement is a reflection of the present state of 
affairs, a state which is not desirable. 72,2% of all respondents agree 
that the profession should strive to become more professional, whilst 
only 24,3% of all respondents agree that the profession should become 
more commercialised . In the opinion of the researcher this implies a 
desire by respondents to return to a situation where the professional 
person places service to his client above profit making . 
The effect of advertising on professionalism is dealt with below. 
The hypothesis was rejected. 
HYPOTHESIS NO. 17. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
advertising and professionalism are not 
compatible . 
The desire that the accounting profession become more professional, was 
clearly expressed in the discussion under hypothesis No. 16. Whether 
or not advertising of professional accounting services would have any 
effect on the professionalism of the accounting profession is discussed 
below . 
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TABLE B.ll Analysis, by percentage, of respo)1ses given to the 
proposal that advertising and professionalism are 
IN TOTAL 
Size L 
~1 
S 
Age A 
B 
C 
Experience D 
E 
F 
Language A 
E 
0 
not compatible, analysed in total for all respondents, 
and by size of firm, age, experience and language of 
respondent 
NEITHER STRONGLY STRONGLY AGREE AGREE DIS- DIS-AGREE NOR DIS- AGREE AGREE AGREE . 
11 ,8 29,2 16,0 38,2 4,9 
4,0 22,0 10,0 54,0 10 ,0 
13 ,6 40,9 13 ,6 27,3 4,5 
16,7 30,6 20,8 30,6 1,4 
0,0 10,8 18,9 56,8 13,5 
15,5 34,5 I 15,5 32,1 2,4 
I 17,4 I 39,1 13 ,0 30,4 0,0 
I I 0,0 20,6 17,0 44,8 I 17,6 I , 
i i 10,3 ! 27,9 16,2 45,6 0,0 i : I , , 
I : , I 
f 
24,4 , 39,0 i 14,6 19,5 2,4 I ! 
! I· 
I i , 0,0 15,4 
I 
34,6 15,4 34,6 
, 
I i 
10,0 i 26,7 
I 
16,7 38,9 i 7,8 I 
I i 
! I i 
-
. ! 
- - -
! 
-, 
, , , 
I 
I , 
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As can be seen from Table B.ll, respondents overall, were sharply divided 
on this issue. However the analysis of size of firm indicates that 
respondents from large firms disagree with the contention that advertising 
and professionalism are not compatible. This is consistent with the 
attitude which respondents from large firms have adopted throughout the 
survey. The fact that a greater percentage of respondents from medium 
sized firms than from small firms agree that advertising and profession-
alism are not compatible, indicates to the researcher that respondents 
from medium sized firms feel that their firms would be more vulnerable than 
small firms to the detrimental effects of advertising. The reason for 
this is that although they compete to an extent with the large firms, 
they would not have the resources to match the advertising campaigns of 
the large firms and would therefore lose existing, and potential clients. 
The ana lyseS' by age and experience categori es revealed the expected 
trend. The older and more experienced the respondent the less favour-
ably disposed he is to advertising. 
As was expected the analysis by language group revealed that a higher 
percentage of Afrikaans speaking respondents than of English speaking 
respondents agreed that advertising and professionalism are not com-
patible . 
Despite the convincing agreement overall, that advertising and profess-
ionalism are not compatible, respondents generally agreed that adver-
tising could be used tastefully by the profession. This appears to be 
a slight contradiction · of the findings on the question of the com-
patibility of advertising and professionalism. However, it is submitted 
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by the researcher that it is a matter of degree; unrestricted adver-
tising, and advertising which would bring the profession into disrepute 
is obviously not compatible with professionalism, but low-key adver-
tising tastefully done would not be incompatible with professionalism. 
A study of the analysis conducted in Parts C and D of this chapter will 
give the reader some idea of the distinction that is drawn by respondents 
between advertising which would be compatible with professionalism and 
that which would not. 
Finally, it should be mentioned here that 75% of all respondents agreed 
that there will always be a few firms who will advertise in a distasteful 
manner if the rules and regulations pertaining to the advertising of 
professional accounting services become less restrictive. This however 
does not surprise the researcher . The fact that some professional 
accountants are at the present time, promoting themselves distastefully, 
was one of the reasons that this survey was undertaken. 
The hypothesis was rejected . 
(iii) Public Awareness: Hypotheses Nos 18, 19 and 20 
HYPOTHESIS NO . 18. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
public's view of the profession is vitally 
important . 
95,9% of all respondents agreed that the public's view of the profession 
is vitally important. Of all the issues raised in this survey, this was 
the issue which enjoyed the highest level of consensus amongst respondents. 
The hypothesis was accepted. 
- 181 -
HYPOTHESIS NO. 19. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
public will become more aware of what account-
ing services are available to them, if 
advertising is allowed . 
HYPOTHESIS NO. 20 . It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
general public represents an untapped market, 
and is a market which should be serviced by 
the professi on. 
The importance that the respondents placed upon the relationship between 
the general public and the accounting profession can be gauged by the 
responses given by respondents to the statements shown in Table B.12. 
Firstly, respondents identified the general public as an untapped market 
which the accounting profession should service. Secondly, there is 
overall agreement that the public needs to be aware of what services 
are available to them, and that they will become more aware of these 
services if the advertising of professional accounting services is 
allowed. However, this should not be interpreted as a mandate for 
unrestricted advertising, but should be viewed in the overall context 
of the results obtained in this survey. For example, advertising by 
the Institute on behalf of the profession is a method of informing the 
public with which respondents are in favour. Alternatively, alterations 
to the existing rules and regulations may be made which will allow 
tasteful advertising by members of the profession themselves . The 
important points to note here,however, are that respondents see the 
public as an untapped market which needs to be made aware of the 
accounting services offered by the profession, and that advertising 
will increase this awareness. 
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TABLE B.12 An analysis, by percentage, of responses given to 
questions related to public awareness of the account-
. i ng profess i on 
The general public 
represents an untapped 
market 
If the general public 
represents an untapped 
market, it is the 
profession's job to 
service that market 
The general public 
need to be aware of 
what accounting 
services are available 
to them 
The general public 
will become more 
aware of what account-
ing services are 
available to them if 
advertising of those 
services is allowed 
STRONGL Y 
AGREE 
8,3 
9,7 
12,5 
16,7 
AGREE 
55,6 
76,4 
72 ,9 
59,7 
Hypotheses numbers 19 and 20 were accepted . 
NEITHER 
AGREE 
NOR DIS-
AGREE . 
22,9 
10,4 
10,4 
12,5 
I 
I 
(iv) Traditional Users: Hypotheses Nos 21 and 22 
! r 
015- STRONGLY 
AGREE DIS-AGREE 
11 ,8 1,4 
2,8 0,7 
3,5 0,7 
, 
r 
i 
i 
9,0 2,1 
. . 
HYPOTHESIS NO. 21. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
traditional users need to become more aware 
of the availability of accountlng services 
Overall respondents indicated that traditional users of accounting 
services need to become more aware of the services offered by the 
accounting profession . The normal protagonists of advertising, namely 
I 
! , 
I 
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respondents from large firms, and respondents from the youngest age and 
least experienced categories, once again indicated their support for 
advertising, by agreeing that traditional users need to become more aware 
of the availability of the accounting services offered, and that if 
advertising is allowed, traditional users will become more aware of the 
services offered. Responses from the oldest and most experienced 
categories were somewhat contradictory. Whilst the majority agreed that 
traditional use rs do need to become more aware of the services offered 
by the accounting profession, only 47,8% agreed that advertising would 
make traditional users more a\~are of the services offered~ This is all 
the more surprising when one considers that in excess of 70% of 
respondents from these categories thought that public awareness would be 
increased if advertising of professional accounting services was allowed . 
English and Afrikaans respondents held similar views both agreeing, in 
majority, that traditional users do need to become more aware of the 
accounting services offered and that the advertising of these services 
wi 11 in fact make them more aware of the servi ces offered by the account-
i n9 professi on. 
The hypothesis was accepted. 
·HYPOTHESIS NO. 22. It is hypothesised that, in the opinion of 
partners taking part in this survey, the 
relationship between the professional 
accountant and his client would be altered 
if unrestricted advertising were allowed 
because clients would simply go for the 
best "deal" available from year to year 
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The other aspect of the relationship between the traditional user of 
accounting services and the professional accountant that was considered 
under this section, is the development of that relationship and the 
effect of advertising thereon. 95,1% of all respondents agreed that the 
relationship between client and professional is built up over time . 
Whether this situation would be maintained if advertising was allowed is 
anissue which divided the opinions of partners fairly evenly. Overall 
40,2% of respondents agreed that the development of the client relation-
ship over time would be changed to one where the client simply goes for 
the best 'deal' available from year to year. 47,9% of respondents over-
all disagreed that this would happen. As was to be expected, respondents 
from the large firms displayed their faith in advertising with 68% dis-
agreeing that the relationship between client and professional would be 
altered in the manner described above. Exactly half of the respondents 
from small firms agreed that the relationship ~/Ould be altered,as 
des cribed above, if advertising of professional accounting services was 
allowed, once again displaying their unfavourable disposition to the 
advertising of professional accounting services. The fact that respon-
dents from small firms felt that advertising would change the basis of 
their relationship with their clients, was a little surprising to the 
researcher. It is believed by the researcher that a strong persona l 
relationship based on mutual trust often developes between the small 
firm partner and his client, and it is surprising that respondents 
consider this relationship is fragile enou9h to be affected by adver-
ti sing. 
In the analysis of responses by age and experience categories, respon-
dents from age category A (youngest) and experience category 0 (least 
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experienced) differed significantly from their counterparts in age 
category C (oldest) and experience category F (most experienced). The 
youngest and least experienced respondents disagreed ~Iith the suggestion 
that advertising will change the basis of the client/professional 
relationship in the manner described above, while their older and more 
experienced counterparts agreed that the basis would change. 
50% of Afrikaans respondents agreed that the relationship between client 
and professional would be altered in the manner described above, compared 
to 35,6% of English respondents. This was consistent with the trend 
established in this survey, that Afrikaans speaking respondents are less 
favourably disposed to advertising of professional accounting services 
than their English counterparts. 
The hypothes i s ~Ias rejected. 
(v) Abuse of Advertising: Hypotheses "Nos 23 and 24 
HYPOTHESIS NO . 23. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, 
advertising will create unrealistic user 
expectations which will lead to a tarnishing 
of the profession's image 
HYPOTHESIS NO . 24. It is hypothesised that, in the opinion of 
partners taking part in this survey, 
advertising would encourage widespread 
deception by professionals seeking business 
The intention of the above hypotheses was to test whether respondents 
thought that some professionals would abuse the regulations if they were 
amended to allow the advertising of professional accounting services. 
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In reply to the question of whether advertising would create unrealistic 
user expectations, respondents were overall, equally divided. However, 
the analysis by size of firm, and age and experience of partners verified 
the established trend. Respondents from large firms and respondents 
from the youngest and most inexperienced categories generally disagreed 
that advertising would cause unrealistic user expectations. On the other 
hand their counterparts from small and medium sized firms, and from the 
older and more experienced categories tended to agree that advertising 
of professional accounting services will create unrealistic user expec-
tations which will lead to a tarnishing of the profession's image. 
Afrikaans speaking respondents tended once again to be more antagonistic 
towards advertising than their English counterparts. 
Finally it was pleasing to find that respondents overall, regardless of 
the size of the firm from whi ch they came, their age, experience or 
language, disagreed that advertising would encourage widespread deception 
by professional accountants seeking business . This was to be expected 
as deception of any kind is not compatible with the standards and integ-
rity of the accounting profession . 
Both hypotheses 23 and 24 were rejected. 
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5.7 The effect of advertising on the relationship between various 
sizes of accounting firm 
HYPOTHESIS ' NO. 25. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, large 
firms' advertising would place small firms 
at a disadvantage. 
TABLE B.13 An analysis, by percentage, of responses to the questions 
related to the issue of whether large firms advertising 
would place small firms at a disadvantage 
NEITHER 
AGREE STRONGLY 
STRONGLY NOR DIS1 DIS- DIS-AGREE AGREE AGREE AGREE AGREE 
Small firms (i .e. ten 
1 ,4 9,7 29,2 52,8 6,9 
partners or less) wouldl 
benefit more than 1 arge 
fi rms from adverti sing '-----'-----'-----'-----'------' 
8,3 47,2 18,7 25,7 0,0 
La rge fi rms adverti s i ngl 
would place small firms 
at a disadvantage ~' ---~---~---~---~---~ 
As can be seen from Table B.13 above, respondents overall, agreed that 
small firms would be placed at a disadvantage if the advertising of 
professional accounting services was allowed. This was emphasized 
by the fact that only 11,1% of respondents felt that small firms 
would benefit more than large firms from the advertising of 
professional accounting services. This result was surprising to the 
researcher because in his opinion large firms and small firms do not 
necessarily compete in the same market. It is submitted that there 
is a considerable amount of work available, which is suited to the 
small practitioner and in which the large firm has little interest. 
Examples of this type of work are personal taxation advice and small 
business advice where the user is looking for personal service. 
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The contention discussed above is borne out by the high percentage 
(76,3%) of respondents who agreed that advertising ,·/Ould force the 
sma 11 fi rms to accentuate the "personal servi ce aspect" of thei r 
practi ce . 
The analysis by size category indicated that only 44% of respondents 
from large firms agreed that advertising would place small firms at 
a disadvantage compared to 63,5% of medium size firms and 61,1 % of 
small firms who agreed with the statement. Respondents, regardless 
of the size of finn to ~Ihich they belong disagreed that small firms 
would benefit more than large firms. Considering these two results 
together, it is obvious that respondents from large finns do not 
think that large firm advertising will have a detrimental effect on 
sma 11 fi nns . Perhaps the reason for this is that respondents from 
large firms do not consider that they are competing directly with 
sma 11 fi nns . 
Respondents from all age categories and all experience categories, 
as well as from both major language categories, were basically in 
agreement that small firms would be placed at a disadvantage if 
large firms advertised. 
The hypothesis was accepted. 
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5.8 The effect of the advertising of professional accounting 
services on the cost of such services 
HYPOTHESIS ·NO . 26. It is hypothesised that , in the oplnlon of partners 
taking part in this survey, advertising will 
ultimately add to the cost of accounting services. 
TABLE B.14 An analysis, by percentage, of responses to questions 
related to the effect of advertising of professional 
accounting services on the cost of those ·services 
NEITHER 
AGREE STRONGLY 
STRONGLY NOR DIS- DIS- DIS-
AGREE AGREE AGREE AGREE AGREE 
Advertising will cause 
users of accounting 0,0 9,7 18,7 63,9 7,6 
a decl i ne in costs to the I 
services L-____ ~ ________ L_ ______ ~ ______ ~ ____ ~ 
Advertising, because it 
is expensive, will 
52,8 t f t · 3,5 26,4 16,0 1,4 
ultimately add to the I 
cos 0 accoun lng services. L-____ ~ ________ L-______ ~ ______ ~ ____ ~ 
As can be seen from the table above (Table B.14) respondents generally 
felt that advertising would have some effect on the cost of accounting 
servi ces . The proposal that costs to the user would decline, met with 
definite disagreement regardless of the size of the firm from which the 
partner came, his age, experience or his language. It iss ubmitted 
that the reason for this is that respondents see advertising as an 
additional element of cost which will have to be built into the fee 
charging structure . This is borne out by the response to the second 
statement which indicated that respondents, especially those from small 
and medium size firms agreed that advertising will ultimately lead to 
an increase in the cost of accounting services . It is interesting to 
note that only 38% of respondents from large firms as compared to 72,7% 
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from medium firms and 63,9% from small firms, .agreed with the second 
statement . In the opinion of the researcher the reason for this is 
that the large firms would be better able to absorb the advertising 
cost, as their profit margins are greater than those of small and 
medium sized firms. Medium size and small firms, because of the 
nature of their clients,work on a smaller profit margin and would find 
it difficult to absorb additional costs themselves. This opinion is 
supported by the fact that 38% of respondents from large firms, by 
neither agreeing nor disagreeing that the cost of accounting services will 
increase, implied that advertising costs could be absorbed by the firm 
and not passed on to the user. 
The hypothesis was accepted. 
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5.9 The effect of the advertising of professional accounting 
servi ces on the quality of such servi"ces 
HYPOTHESIS NO ; "27. It is hypothesised that, in the oplnlon of 
partners taking part in this survey, the 
quality of accounting services will decline 
if advertising is allowed. 
TABLE 8.15 An analysis, by percentage, of responses to questions 
related to the effect of advertising on the quality 
of service offered by the accounting profession 
Advertising will improve 
the quality of 
accounting services 
STRONGLY 
AGREE 
0,0 
NEITHER 
AGREE 
NOR 015-
AGREE AGREE 
20, 8 25,7 
STRONGLY 
015- DIS-
AGREE AGREE 
47,~ 6,2 
The qual ity of accounting I 
services will decline if I 
advertising is allowed ~~2_,_8 __ ~ __ 1_3_,_2 __ " ~_2_9_,_2 __ ~_5_0_,_0~~_4_,_9~ 
Before discussing the results indicated by Table B. 15 apove, it should be 
noted that 60,4% of all respondents cons idered that quality of service 
and not the effectiveness of an advertisement will be the criterion used 
when a potential client wishes to appoint an auditor. This is important 
because it indicates, to an extent, that respondents do not fear that 
clients will be lost or gained throu gh the strength of an advertisement, 
but rather through the quality of service offered by the professional 
accountant, a quality over which the professional accountant himself, has 
control. It should be noted that, by comparison to large and small 
firms, medium sized firms did not agree with the contention that quality 
of service will be the criterion by which firms are judged. It is 
submitted that the medium size firm fee l s particularly vulnerable because, 
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unlike the small firms, they compete with the large firms for a segment 
of the market, namely large clients. If advertising were allowed they 
would not have the resources to match the advertising campaigns of the 
large firms and would therefore lose clients . 
As can be seen from Table B. 15 above, respondents overall did not consider 
that advertising would have any significant effect on the quality of 
service offered by the accounting profession. Respondents, regardless 
of the size of the firm from which they came, their age and experience, 
disagreed that advertising would improve the quality of service offered 
by professional accountants, but also disagreed that advertising would 
cause the quality of service offered by the profession to decline. It 
must be noted that a high percentage (38,5%) of Afrikaans speaking 
respondents neither agreed nor disagreed that quality of service would 
decline if advertising of professional accounting services was allowed. 
No reason for this is submitted, other than that Afrikaans speaking 
respondents do not appear to be as decisive about their opinions on the 
advertising of professional accounting services. 
Hypothesis No. 27 was rejected . 
CONCLUSION 
The conclusions drawn and the recommendations arising out of this 
analysis of responses submitted under Part B of the questionnaire, are 
to be found in Chapter 6 of this thesis . 
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II ANALYSIS OF RESULTS : PART C OF THE QUESTIONNAIRE: 
PARTNERS' OPINIONS IN RESPECT OF THE PLACING, MEANS AND METHODS .OF 
ADVERT! SING 
The intention of this section of the questionnaire was to gain an in-
sight into partners opinions'on the suitability of various types of 
media for the advertising of professional accounting services. 
Where it was hypothesised that respondents would be in favour of a 
particular means or method of advertising, and 50% or more of the 
respondents indicated an "in favour" or "strongly in favour" response, 
the hypothesis was accepted. Where it was hypothesised that respondents 
would be opposed, the hypothesis was accepted if 50% or more of the 
respondents i ndi cated an "opposed" or "strongly opposed" response. 
HYPOTHESIS NO.1. 
HYPOTHESIS NO.2. 
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It is hypothesised that partners taking part in this 
survey would be opposed to the advertising on radio 
of all three categories of accounting services 
offered by the profession, namely audi~management 
advisory, and taxation and estate planning services . 
It is hypothesised that partners taking part in this 
survey would be opposed to the advertising on 
television of all three categories of accounting 
serVlces offered by the profession, namely audit, 
management advisory, and taxation and estate planning 
services. 
TABLE C.l An analysis, by percentage, of responses given to the 
question of advertising the three categories of account-
ing service on radio and television 
AUDIT M.A.S. TAXATION/ESTATE-PLANNING 
STRONGLY STRONGLY STRONGLY 
OPPOSED OPPOSED OPPOSED OPPOSED OPPOSED OPPOSED 
Radio 29,2 54,2 31 ,3 38,2 32,6 36,1 
Television 28,5 54,2 29,9 39,6 30,6 38,9 
I 
As can be seen from Table C.l above, respondents do not make any significant 
distinction between radio and television as media for advertising 
professional accounting services . Furthermore they show strong opposi-
tion to advertising through either medium. Although respondents were 
opposed to the advertising of taxation services and management advisory 
services,their opposition was not as severe as it was for the advertising 
of audit services. This suggests to the researcher that respondents see 
a distinction between the three categories of accounting service, 
evidenced by their stronger opposition to the advertising of audit 
servi ces . 
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Of si gni fi cance, was the fact that a far hi gher percentage of 
respondents who were members of small firms were "strongly opposed" to 
the advertising of all categories of accounting service on radio and on 
television. The researcher interprets this as being an indication that 
the small firms fear that they would not have the financial resources to 
embark on this type of advertising which, especially in the case of 
television advertising,is expensive. Respondents falling in the age 
category C were more strongly opposed to radio and television advertising 
of accounting services than the other age categories. This was 
consistent with the findings of the analysis by "years experience as a 
partner", which shDl'/ed that a greater percentage of partners falling into 
the experience category F were strongly opposed to radio advertising. 
The interpretation here is that the older and more experienced partners 
are more conservative. 
No si gn ifi cant differences were i nd i ca ted between the res ponses gi ven by 
English and Afrikaans respondents. 
Both of the hypotheses were accepted. 
HYPOTHESIS NO.3. It is hypothesised that partners taking part in this 
survey would be opposed to the advertising in non-
fi nanci a 1 secti ons of the news paper of a 11 three-
categorles of accountlng serVlces offered by the 
profession, namely audit, management advisory,and 
taxation and estate planning services . 
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TABLE C.2 An analysis,by percentage,of responses given to the question 
of advertising the three categories of accounting service in 
non~financial sections of newspapers 
Non-fi nanci a 
sections of 
newspapers 
1 
AUDIT 
STRONGL Y 
OPPOSED OPPOSED 
30,6 40,3 
M.A.S. TAXATION/ESTATE PLANNING 
STRONGLY STRONGL Y 
OPPOSED OPPOSED OPPOSED OPPOSED 
36,8 20,8 30,6 20,1 
The above table indicates that partners drew a distinction between the 
advertising of the three categories of accounting service in non-
financial sections of the newspaper. This was consistent with the 
results obtained under hypotheses 1 and 2. This distinction is particu-
larly noticable when the ·strongly opposed" column is studied. 
Once again a significantly higher percentage of respondents from small 
firms were strongly opposed to the advertising of any category of 
accounting service in non-financial sections of newspapers, whilst 
respondents falling into the age category C and the experience category F 
also showed a higher percentage as strongly opposed to advertising in non-
financial sections of the newspaper. This was consistent with the find-
i ngs under hypotheses 1 and 2 . 
submitted. 
Consequently the same interpretation is 
Once again no significant differences were indicated between the responses 
given by English and Afrikaans respondents. 
The hypothesis was accepted. 
HYPOTHESIS NO.4. 
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It is hypothesised that pa"rtners taking part in this 
survey would be in favour of the advertising in any 
financial publications of all three categories of 
accounting serVlces offered by the profession, 
namely audit management advisory and taxation and 
estate planning services. 
The overall analysis indicated that partners once again drew a distinc-
tion between the advertising of the three categories of accounting 
service in financial publications. The question of advertising of 
audit services in financial publications produced inconclusive results 
with 48% of respondents opposed or strongly opposed and 41,6% in favour 
or strongly in favour . Significant here is the fact that of the 69 
respondents who were either opposed or strongly opposed, 42 came from 
the small firm category; this had a marked effect on the final result. 
Once again respondents in the age category C and in the experience 
category F showed a higher percentage as "opposed" or "strongly opposed" 
than did the other categories. This indicated that stronger opposition 
came from the small firms and from the more experienced partners which 
was consistent with the results obtained in testing hypotheses 1 to 3. 
No significant differences were indicated between the responses given by 
English and Afrikaans respondents. 
The advertising of management advisory services and taxation and estate 
planning services in financial publications met with a more favourable 
response overall. 61,1% of respondents were in favour or strongly in 
favour of a firm being allowed to advertise mangement advisory services 
in such publications with only 27,8% being in opposition thereto. Very 
similar results were obtained in respect of the advertising of taxation 
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and estate planning services in any financial publication with 60,4% 
being in favour or strongly in favour and 27,8% being opposed. 
When the results were analysed by the size, experience and age categories, 
the results corresponded with the overall results obtained on this 
questi on. Furthermore, no significant differences were indicated 
between the responses given by Engl ish and Afrikaans respondents. 
The hypothesis could only be accepted in respect of two of the three 
categories of accounting service offered, namely management advisory, 
and taxation and estate planning services but must be rejected for audit 
services. 
HYPOTHESIS NO.5. It is hypothesised that partners taking part in this 
survey would be in favour of the advertising in any 
professional journal of all three categories of 
accountlng serVlces offered by the profession, 
namely audit, management advisory, and taxation and 
estate planning services. 
The distinction between audit services and management advisory services 
and taxation and estate planning services was once again clearly defined. 
The results obtained in respect of advertising in professional journals 
were so similar to those obtained under financial publications (see 
table C.3) that the conclusions drawn on hypothesis No . 5 were the same 
as those drawn on hypothesis No.4. 
TABLE C.3 
- 199 -
An analysis,by percentage, of responses given to the question 
of advertising the three categories of accounting service in 
Professional Journals/Financial · Publications 
Strongly in favour Neutra 1 Strongly opposed or in favour or opposed 
Financ. Prof. Financ. Prof. Fi nanc. Prof. 
Audit Services 41 ,6 43,0 10,4 11 ,1 48,0 45,9 
M.A.S. 61 ,1 61 ,1 J 1 ,1 11 ,1 27,8 27,8 
Taxati on and Estate 
Planninq 60,4 61 ,8 11 ,8 11 ,8 27,8 26,2 
The hypothesis was. only accepted in respect of two of the three categories 
of accounting service offered, namely management advisory, and taxation 
and estate planning service, but was rejected in respect of audit services. 
HYPOTHESIS NO . 6. It is hypothesised that partners taking part in this 
survey would be opposed to the advertising in popular 
magazines of all three categories of accounting 
serVlces offered by the profession namely, audit, 
mana gement advisory, and taxation and estate planning 
servi ces. 
A distinction was once again drawn between audit services and management 
and taxation and estate planning services, but only in the intensity of 
opposition to advertising being allowed in popular magazines. 81 ,2% of 
respondents overall were opposed to this advertising media for audit 
services with 47,2% of all respondents being strongly opposed. When the 
results were analysed by the size, experience, age and language categories, 
the results obtained are consistent with the overall results from this 
questi on . Respondents, regardless of the size of the firm of which they 
were partners, their age, experience and language , were opposed to the 
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advertising of audit services in popular magazines. The opposition to 
the advertising of management advisory services in popular magazines was 
overall, almost as strong with 72,9% of respondents being opposed or 
strongly opposed, with 33,3% of all respondents falling into the 
"strongly opposed" column. The reduction in percentage from 81,2% to 
72,9% cannot be attributed to any single factor but simply represents a 
less severe opposition by respondents in general. 
The opposition to the advertising of taxation and estate planning 
services in popular magazines dropped slightly when compared to manage-
ment advisory services. 67,3% of the respondents fell into the "opposed" 
or "strongly opposed" col umn. Neither this reduction nor the difference 
between the opposition to audit services (81,2%) and taxation and estate 
planning services (67,3%) can be attributed to any single factor, but 
simply represents a less severe opposition by respondents in general. 
No difference of opinion between English and Afrikaans respondents was 
indicated. 
The hypothesis was accepted for all three categories of accounting service 
offered by the profession. 
HYPOTHESIS NO.7. It is hypothesised that partners taking part in this 
survey would be in favour of being allowed to display 
at their offices and on their stationery and on 
publications/bulletins sent to clients, the services 
they offer in respect of all three categories of 
accounting services. 
TABLE C.4 
At firm's 
offices 
On flrm s 
stati onery 
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An analysis,by percentage, of responses given to the question 
of advertising the three categories of accounting service, 
by displaying services offered 
(a) at the firm's offices 
(b) on firm's stationery 
(c) on publicationsand bulletins which are sent to clients. 
AUDIT M.A.S. TAXATION AND ESTATE PLANNING 
STRONGLY IN STRONGLY IN STRONGLY IN 
IN FAVOUR FAVOUR IN FAVOUR FAVOUR IN FAVOUR FAVOUR 
16,7 51 ,4 17,4 58,3 18,1 57,6 
11 ,8 45,8 11 ,8 52,8 11 ,8 52,8 
un pUDllcatlons 
and bulletins I 20,8 54,9 21 ,5 61 ,8 21 ,5 61 ,8 
(a) Services offered displayed at firm's offices 
As can be seen from the table above , respondents indicated clearly 
that they were in favour of being able to display the services they 
offer at their offices. 68,1 % overall were in favour or strongly 
in favour of being able to display audit services, while 75,7% of 
respondents were in favour or strongly in favour of being able to 
display both management advisory, and taxation and estate planning 
services at their offices. The increase of 7,6% was attributed to 
a slight shift in the opinion of respondents coming from small firms 
who were more in favour of displaying management advisory and taxa-
tion and estate planning services than audit services . 
It must be noted that the opposition to this form of advertising was 
very limited with only 15,9% of respondents showing any opposition to 
the displaying of audit servi ces and 9,4% showing opposition to the 
other categories of service offered. Overall respondents, regard-
less of the size of the firm of which they were partners, their age, 
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experience and language, were in favour of displaying the services 
they offer, at their offices. 
(b) Services offereddisplayed ' on firm's stationery 
As can be seen from Table C.4,a clear indication was once again 
given by respondents that they were in favour of being able to 
display on their stationery the services offered by their firms. 
However, the reaction indicated, although favourable, was not as 
strong as in part (a) above. This was not attributed to any 
single factor but rather to an overall shift in intensity. It 
should be noted that, for all three categories of service offered, 
approximately 18% of respondents displayed a neutral opinion; 
this combined with the favourable responses achieved,indicated 
that there was little opposition from any respondents regardless 
of the size of the firm of which they were partners, their age and 
experience and their language. 
(c) Services offered displayed on publications and bulletins which are 
sent to cl ients 
As can be seen from Table C.~ 75,7% of respondents were in favour 
or strongly in favour of firms being allowed to display on publica-
tions and bulletins sent to clients the audit services they offer 
whilst 83,3% were in favour or strongly in favour of being able to 
display both management advisory, and taxation and estate planning 
services offered on publications and bulletins sent to clients. 
Respondents indicated a favourable inclination to this method of 
advertising regardless c,f the size of the firm from which they came, 
their age, experience or language group. 
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TABLE C.5 An analysis, by percentage, of size of firm of 
favourable responses given to the question of adver-
tising the three categories of accounting service by 
displaying services offered 
(a) at firm's offices 
(b) on firm's stationery 
(c) on publications and bulletins which are sent to 
clients 
AUDn M.A.S. TAXATION AND ESTATE PLANNING 
Offices 
Stati onery 
Publications/ 
bull eti ns 
L 
86,0 
60,0 
88,0 
M 
68,2 
72,7 
81 ,8 
S L 
55,5 88,0 
51 ,4 64,0 
65,3 90,0 
M S L M S 
77 ,2 64,6 88,0 77,2 66,7 
72,7 62,5 64,0 72,7 62,5 
86,3 77 ,8 90,0 86,3 77,8 
It is interesting to note that large firms were generally more favourably 
disposed to allowing the above three means of advertising as Table C.5 
indi cates. The interpretation here is that the large firms and the 
small firms realise that the large firms could reach a substantial 
market in thi s manner of adverti si ng. Not only do they have more people 
visiti~g,their offices, they have more stationery in circulation and they 
have more clients to whom they send more bulletins and publications! It is 
interesting to note that the small firms were significantly more in 
favour of these methods of advertising, for taxation and management 
advisory services, than for audit services. This is interpreted as 
meaning that they see these methods as an inexpensive way of getting 
into a market which they can service, namely small business affairs. 
The hypothesis was accepted for all three categories of accounting 
service offered and for all three methods of advertising proposed. 
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HYPOTHESIS NO.8. It is hypothesised that, partners taking part in 
this survey would be in favour of a firm being able 
to release to the public, under the firm's name, 
articles/bulletins/booklets on topics related to the 
three categori es of servi ce they offer. 
An overall analysis showed that 69,4% of all respondents were in favour 
of this method of advertising. Approval came from all three size 
categori es . Especially noticeable was the fact that 88% of respondents 
from large firms were "in favour" or "strongly in favour" whilst 72,7% 
of respondents from medium size firms and 55,5% from small firms were"in 
favour" or "strongly in favour" . This further underl ined the difference 
in opinions on advertising between large firms and small firms. 
Respondents from the three age categories were generally similar in their 
opinions with the respondents from age category A having a 75,6% favour-
able response compared to 66,6% and 69,6% for the other two categories 
respectively. A virtually identical spread was obtained in the analysis 
by experience category with a 76,5% favourable response from experience 
category D, compared to a 67,7% and 65,8% favourable response from the 
other two categories respectively . An interesting point arose here in 
that, for the first time, a noticeable difference arose between the 
responses given by English and Afrikaans speaking respondents. Only 
51,9% of Afrikaans respondents compared to 78,9% of English respondents 
were favourably disposed to this method of advertising. 
As to the question of whether firms should be allowed to advertise the 
services they offer on the bulletins/booklets which they release to the 
public, 53,5% were in favour or strongly in favour of advertising audit 
services whilst 60,4% and 61,8% were in favour or strongly in favour of 
advertising management advisory and taxation and estate planning services . 
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TABLE C.6 An analysis, by percentage, of responses to the proposal 
that firms be allowed to advertise the services they 
offer on bulletins/booklets distributed to the public, 
analysed for each category of accounting service by size 
bffitril (favourable responses only). 
Large fi rm Medium firm Small fi rm 
Audi t Servi ces 78,0 45,4- 38,9 
~.A . S. 84,0 45,4 48,6 
~axation & Estate Planning 86,0 50,0 48,6 
Table C.7 below indicates the different responses by age category. 
TABLE C.7 An analysis, by percentage, of responses to the proposal 
that firms be allowed to advertise the services they offer 
on bulletins/booklets distributed to the public, analysed 
for each category of accounting service by age (favourable 
responses only). 
Age Category A Category B Category C 
Audit Services 59,4 53,6 42,5 j( 
M.A.S. 73,0 54,8 60,9 
Taxation & Estate Planning 73,0 56,0 65,2 
j(52,2% of respondents in age category C were either opposed or strongly 
opposed to this form of advertising. 
The only points of significance were that the distinction between audit 
service and the other two categories of service was once again indicated 
and that 52,2% of respondents in age category C ~Iere in fact opposed 
to this form of advertising. 
Table C.8 indicates the different resronses by experience category . 
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TABLE C.8 An analysis, by percentage, of responses to the proposal 
that firms be allowed to advertise the services they offer 
on bulletins distributed to the public, analysed for each 
category of accounting service by experience category 
(favourable responses only) 
Experience Category 0 Category E Category 
~udit Servi ce 64,7 51 ,5 46,4)( 
~.A.S. 73,6 55,9 56,1 
Taxation & Estate Pl anning 76,5 55,9 58,5 
)(51,2% of respondents in experience category F were either opposed or 
strongly opposed to this form of advertising 
The analysis by experience category corresponded closely to that of age 
F 
category, with the significant points being that a distinction was again 
drawn between audit services and the other two categories of service 
offered, and that once again a greater percentage (51,2%) of respondents 
in a senior category (those with most experience) were in fact opposed 
to advertising of audit services by this method. Comparing the two 
tables (7 and 8) it was obvious that the younger partners, and therefore 
those with less experience were more favourably disposed to this type of 
advertising. 
With regard to 1 anguage groups, the breakdown by 1 anguage ana lys; s 
indicated that for all categories of accounting service offered, 
Afrikaans speaking respondents were less favourably disposed to this 
form of advertising than their Eng l ish counterparts . 
Partners' opi ni ons on whether a fi rm shou 1 d be allowed to put its name to 
press articles written by on e of its members, we re also tested under this 
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hypotheses. An analysis of the responses indicated that 68% of all 
respondents were in favour of this form of advertising . 
When the responses were analysed by category some interesting results 
emerged (see Table C.g). 
TABLE C.g An analysis, by percentage, of responses to the proposal 
that firms be allowed to put thei r names to press 
articles written by one of their members (favourable 
responses only) 
Press 
articles 
L 
80,8 
SIZE 
M 
72,7 
AGE 
S A B 
54,2 75,7 65,5 
EXPERIENCE LANGUAGE 
C D E F A E 
53,2 74,2 73,5 53,2 65,4 68,9 
0 
-
Respondents from large firms were substantially more in favour of this 
form of advertising than were respondents from small firms . The inter-
pretation is that small firm respondents would [lrobably not have the same 
amount of time to devote to writing articles for publication as their counter-
parts in large firms. It must be noted that large firms invariably have 
separate technical departments as vlell as some form of public relations 
department from which articles flow . 
The results obtained in the age and experience categories are consistent 
with those obtained under previous hypotheses, namely that the older and 
more experienced respondents were less in favour than their younger, less 
experienced counterparts. 
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No significant difference was recorded between responses given by 
Afrikaans and English speaking respondents. 
In view of the overall results the hypothesis No.8 was accepted . 
HYPOTHESIS NO.9. It is hypothesised that, partners taking part in this 
survey would be in favour of a firm being able to 
display their full name on items of attire . 
The overall analysis showed that 48,6% of respondents were opposed or 
strongly opposed to firms being allowed to display their full names on 
items of attire, with only 29,8% being in favour or strongly in favour . 
Far more significant is the fact that while 54,5% of respondents from 
medium sized firms and 63,9% of respondents from small firms were 
opposed or strongly opposed, only 24% of respondents from large firms 
were in opposition with 58% in favour . This served once again to 
underline the difference in opinion between large and small firms, and 
can be attributed to a more progressive outlook on the part of the large 
firms. 
Similar percentages emerged from the analysis by age category, with the 
age category C (oldest group) showing 65,2% of respondents in opposition 
as compared to 29,8% of age category A being opposed. This pattern 
repeated itself in the analysis by experience category, with 68,3% of 
experience category F (most experienced) being in opposition compared to 
the 38,3% in opposition from category D. At this point it appeared, 
from the hypotheses already tested, that the older and more experienced 
respondents were more opposed to advertising than their younger, less 
experienced counterparts. 
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With regard to language groups, the breakdown by language analysis 
indicated that the Afrikaans speaking respondents were less opposed to 
this form of advertising than English speaking respondents . It must 
be noted however that 42,3% of Afrikaans respondents were in fact 
neutral on this issue. 
Overall the hypothesis was rejected as only 29,8% of respondents 
indicated that they were in favour of this type of advertising with 
48,6% being opposed to it. 
HYPOTHESIS NO. 10. It is hypothesised that partners taking part in 
this survey would be opposed to advertising on 
billboards, bus stops and similar types of space. 
Respondents were overwhelmingly opposed to the use of billboards, bus 
stops and similar types of space for advertising professional accounting 
services. 88,8% of respondents indicated that they were opposed or 
strongly opposed with 56,2% being strongly opposed . Furthermore, only 
4,2% of respondents showed any favourable disposition towards this form 
of advertising. On first thoughts, this strong opposition may seem 
logical but it must be borne in mind that many financial institutions 
operating in the management advisory and taxation and planning service 
categories, e.g. banks, use this form of advertising. 
The analysis by size of firm indicated a consistently strong opposition 
to this type of advertising regardless of category. It was interesting 
to note however, that a lower percentage of respondents in age category 
A, and respondents in experience category D, were, although consistently 
in opposition to this form of advertising, less in opposition 
compared to the other categories. This appeared consistent with 
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results obtained under other hypotheses, emphasising the less opposing 
opinions of younger and less experienced respondents . 
No significant difference in the responses from Afrikaans and English 
respondents was detected with both language groups being in opposition. 
The hypothesis was accepted . 
HYPOTHESIS NO. 11. It is hypothesised that partners taking part in 
this survey would be in favour of partners distri-
buting business cards on which some form of 
advertising their firm's services appears. 
TABLE C.lO An analysis, by percentage, of responses to the proposal 
that firms be allowed to distribute business cards on 
which some form of advertisinq the firm's services 
appears by size, age, and language categories 
Bus i ness cards 
(favourable) 
Business cards 
( opposed) 
L 
56,0 
16,0 
SIZE 
M S 
36,3 43,1 
50,0 38,9 
AGE 
A B 
62,1 51 ,1 
10,8 34,5 
EXPERIENCE LANGUAGE 
C 0 E F A E 
26,1 65,4 53,0 31 ,7 40,4 44,4 
60,9 11,7 29,4 56,1 44,3 26,7 
0 
-
-
Overall, exactly half of the respondents were in favour of advertising the 
accounting services their firms offered in this manner. In addition 17,4% 
were neutral on this issue which meant that only just less than one third 
of respondents were in opposition to it . Hhen analysed by category the 
followin g results emerged (see Table C.10). Respondents from large firms 
were more favourably disposed and showed significantly less opposition to 
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the distribution of business cards . This is logical when one considers 
that most of the large firms indulge in the use of business cards. No 
explanation can be offered for the relatively strong opposition shown by 
medi um fi rms. The pattern of a more conservative approach from the 
older and more experienced respondents was once again repeated as 
expected. Afrikaans respondents were fairly evenly divided on this 
issue, and showed a high opposition percentage when compared with their 
English counterparts. 
Based on the analysis of results received for all respondents the 
hypothesis was accepted. 
HYPOTHESIS NO. 12. It is hypothesised that partners taking part in 
this survey, would be opposed to allowing the 
advertising of the services their firms offer, when 
recruiting staff for their own purpose, or on 
behalf of a client. 
TABLE C.11 An analysis,by percentage,of responses given to the 
question of firms being allowed to advertise the services 
they offer when placing advertisements recruiting staff 
(a) for their own purposes 
(b) on behalf of a client. 
STRONGLY 
IN IN STRONGLY 
FAVOUR FAVOUR NEUTRAL OPPOSED OPPOSED 
for their own purposes 5,6 45,8 19,4 19,4 9,7 
on behalf of a client 1,4 12,5 13,9 50,0 22,2 
As is illustrated by the above table (Table C.ll) respondents overall 
drew a sharp distinction between the two proposed methods of advertising 
professional accounting services mentioned above, whilst the support for 
proposal (il) was not particularly strong, the opposition to proposal (b) 
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was substantial. A possible reason for the support for proposal (a) 
is that partners feel it is necessary to indicate the services they 
themselves offer in order to attract suitable staff, especially as the 
profession now offers specialized training in a number of fields . As 
regards proposal (b), it is submitted that respondents feel that there 
would be a conflict of interest in advertising the services they them-
selves offer, in an advertisement placed on behalf of a client. 
Because of the different responses to the two proposals (a and b) under 
this hypothesis, the analyses of the proposals by size, age, experience 
and language are dealt with separately for each proposal. 
Proposal (a) - advertisements recruiting staff for their own purposes 
74% of respondents from large firms as opposed to 33,3% of respondents 
from small firms were in favour of firms being allowed to advertise the 
services they offer in staff recruitment advertisements . The logical 
reason for this is that small firms generally, do not place staff 
recruiting advertisements as regularly or prominently as do large firms. 
When the results of this proposal were analysed by age, experience and 
language category, the established trend was followed; the younger and 
less experienced partners were more in favour of this form of advertis -
ing than the older more experienced counterparts. It is also interest-
ing to note that respondents falling in the second of the age group and 
experience categories were as conservative as the oldest and most 
experienced categories . Further emphasis can be placed on the 
difference between young and inexperienced and older and more 
experienced respondents (categories A and D versus categories C and F). 
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Less than 14% of respondents from categories A & D were opposed to this 
form of advertising ~/hilst approximately 40% of respondents from 
categories C & F showed opposition. 
No significant differences were found between responses given by 
Afrikaans and English respondents. 
Proposal (b) - advertisements recruiting staff on behalf of clients 
Respondents, regardless of the size of the firm from which they came, 
their age, experience and language, were in opposition to this form of 
advertising. As has been previously stated, the result is interpreted 
as being an indication that respondents would consider this to be a 
conflict of interest. Furthermore it amounts to using the client to 
promote the accounting firm'sinterests, something which a professional 
person would consider most unethical. 
The hypothesis was rejected for proposal (a) and accepted for proposal 
(b) . 
HYPOTHESIS NO. 13. It is hypothesised that, partners taking part in 
this survey would be in favour of their firm being 
allowed to advertise bursaries offered for study at 
a recognised educational institution, and/or to 
publicly sponsor a post at a recognised educational 
institution. 
The above hypothesis will be dealt with in two parts, 
proposa 1 (a) 
proposal (b) 
bursaries offered for study 
public sponsorship of a university post (favourable and 
opposed responses). 
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TABLE C. 12 An analysis, by percentage, of responses to the proposal 
that firms be allowed to offer bursaries to study at 
recognized educational institutions 
Bursari es 
(favourable) 
Bursaries 
(opposed) 
L 
80,0 
10,0 
SIZE 
M 
45,4 
31 ,8 
AGE 
S A B 
40,3 62,1 50,0 
33,3 8,1 30,9 
EXPERIENCE LANGUAGE 
C D E F A E 
60,8 59,5 57,3 46,3 46,2 60,0 
30,4 11 ,8 22,0 41 ,5 25,0 25,6 
As can be seen from Table C.12,respondents from large firms indicated 
0 
-
-
that they were in favour of offering bursaries to students. In view of 
the fact that this is widely practised by the large firms, this result 
was expected. Small firms and medium firms who generally do not have 
the manpower or financial resources to do this, were not significantly 
opposed to, but at the same time were not really in favour of this practice. 
When analysed by age category some interesting findings emerged. All 
age categories of respondents were in favour of the proposal with the older 
respondents (category C) sharing the same opinion as their younger counter-
parts. This is surprising since it has been indicated by previous hypothesis 
analysis that respondents from age category C usually have vastly differing 
views from their younger counterparts . The explanation offered for 
this surprising response is that the older partners (as indeed the 
younger partners) do not see the offering of bursaries as advertising 
but rather as a worthwhile educational and recruitment practice. 
The analysis by experience category did not indicate anything significant 
other than the fact that the most experienced category of respondents we~e 
divided on the issue. 
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Analysed by language category, Afrikaans respondents were less favourably 
inclined to this practice than their English counterparts. The reason 
for this may be that the recru-iting by Afrikaans firms on the University 
campuses is not as intense as it is by English firms. Another point of 
importance is that the majority of large firms are English firms and it 
is traditionally the large firms that have offered bursaries for study at 
recognised educational institutions. 
TABLE C.13 An analysis, by percentage, of responses to the proposal 
that firms be allowed to publically sponsor a post at an 
educati ona 1 i nsti tuti on 
Posts 
(favourable) 
Posts 
(opposed) 
L 
62,0 
24,0 
SIZE 
M 
27,3 
50,0 
AGE 
S A B C 
29,2 45,9 39,3 34,7 
45,8 21 ,6 42,9 52,1 
EXPERIENCE LANGUAGE 
D E F A E 
50,7 39,7 31 ,3 28,9 46,7 
-
17,6 41 ,2 53,6 42,3 37,8 
0 
-
-
As can be seen from Table C.13~respondents from large firms were far more 
favourably disposed to this form of advertising than their small and 
medium size firm counterparts. The logical interpretation for this is 
that the small and medium size firms would not have the financial 
resources to sponsor posts whilst the large firms would have the necessary 
prestige and resources to do so. 
The results indicated in the analysis by age and experience were rather 
inconclusive except that the older and more experienced respondents were 
once again more opposed to this form of advertising than their younger 
less experienced counterparts. 
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As in proposal (a) under this hypothesis Afrikaans speaking respondents 
were less favourably inclined to this form of advertising than English 
speaking respondents. 
The hypothesis was accepted for proposal (a) and rejected for proposal 
(b) • 
HYPOTHESIS NO. 14. It is hypothesised that partners taking part in this 
survey would be opposed to a firm using direct mail 
advertising. 
TABLE C.14 An analysis, by percentage, of responses to the proposal 
that firms be allowed to use direct mail advertising 
Di rect Mail 
(favourable) 
Direct ~lail 
(opposed) 
L 
16,0 
64,0 
SIZE 
M 
9,0 
86,4 
AGE 
S A B 
4,2 5,4 11 ,9 
84,8 67,5 79,7 
EXPERIENCE LANGUAGE 
C D E F A E 
4,3 9,5 10,3 4,8 9,6 8,9 
87,0 70,6 76,5 87,8 71 ,1 83,3 
0 
-
-
As can be seen from the table above (table C.14) respondents are, regard-
less of the size of firm from which they come, their age, experience and 
language, opposed to this form of advertising. It is interesting to 
note though that the trends established in the analysis of Hypcthesis 13 
preceding this one are once again followed. Large firms are less 
opposed to advertising than are small and medium sized firms while the 
older and more experienced respondents are more conservative, and there-
fore opposed to advertising, than younger, inexperienced respondents. 
The hypothesis was accepted . 
HYPOTHESIS NO. 15. 
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It is hypothesised that partners taking part in this 
survey would be opposed to allowing a firm to 
approach the client of another auditor in an attempt 
to solicit business. 
Respondents, regardless of the size of the firm from which they came, 
their age, experience and language, showed strong opposition to this form 
of advertising. No significant differences were recorded in the analysis 
by category which underlines the strength of the opposition to this form 
of advertising. 
It is interesting to note however that there was a marked lessening in the 
degree of opposition to soliciting business in a social atmosphere as 
opposed to direct client solicitation. As could be expected the large 
firms influenced the result obtained here with 40% of respondents from 
this category being in favour of social solicitation. Once agai n the 
older and more experienced partners were more opposed to social solicita-
tion than their younger, less experienced counterparts. English and 
Afrikaans respondents showed no meaningful difference in opinion on this 
iss ue. 
In the opinion of the researcher this difference in response between 
direct and social solicitation is surprising . Solicitation is solicita-
tion regardless of the atmosphere in which it is conducted. 
The hypothesis was accepted. 
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It is hypothesised that partners taking part in this 
survey would be opposed to sponsoring activities 
presented for the interest and enjoyment of the 
general publ ic. 
TABLE C. 15 An analysis, by percentage, of responses to the proposal 
thatfirms ·be ·allowed to · sponsor certain public activities 
A financial quiz/game 
A lecture tour by a well 
known personality in the 
business world 
A sports tournament - as 
major sponsor 
A sports tournament - as 
partial sponsor 
STRONGL~ 
IN 
FAVOUR 
2,8 
5,6 
0,7 
0,7 
IN 
FAVOUR 
26,4 
33,3 
9,7 
11 ,8 
STRONGLY 
NEUTRAL OPPOSED OPPOSED 
19,4 31 ,9 19,4 
16,0 25,7 19,4 
12,5 41 ,0 36,1 
15,3 38,9 33,3 
As Table C.15 above indicates, respondents overal l were opposed to this 
form of advertising. They did,however, draw a distinction between 
financial/business type ev~nts and sports events. It is submitted that 
the reason for this is that respondents see the followers of these two 
types of event as different markets with the former being more consistent 
with the image the profession feels it should display. 
Respondents from large firms were, in fact, in favour of the sponsoring 
of a tour by a business personality, whilst small and medium sized firms 
would not have the resources to sponsor this type of event and hence were 
opposed. 
All size categories of firm remained opposed to the sponsorship of sports 
events. 
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The analysis by age and experience category yielded results which were 
similar to the results obtained under the size category analysis. The 
main feature remains the opposition of this form of advertising. 
English and Afrikaans respondents showed very little difference in their 
attitudes to this form of advertising. 
The hypothesis was accepted. 
CONCLUSION 
The conclusions drawn and the recommendations arising out of this 
analysis of responses submitted under Part C of the questionnaire are 
to be found in Chapter 6 of this thesis. 
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III ANALYSIS OF RESULTS: PART D OF THE QUESTIONNAIRE: 
PARTNERS'OPINIONSINRESPECTOF. THE OVERAll CONTENT OF 
ADVERTISEMENTS · FOR · PROFESS IONAl . ACCOUNTI NG · SERVICES 
The intention of this section of the questionnaire was to gain an 
insight into partners' opinions in respect of the appropriateness of 
various advertiSing appeals appearing in advertisements for professional 
accounting services. 
\~here it was hypothesi sed that respondents woul d consider that a 
particular advertising appeal was appropriate, and 50% or more of 
respondents i ndi cated a "very appropri ate" or "appropri ate" response, 
the hypothesis was accepted. If the figure of 50% was not achieved, 
the hypothesis was rejected. 
HYPOTHESIS NO.1. 
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It is hypothesised that, in the oplnlon of partners 
taking part in this survey, if advertising ~Iere 
allowed, a service appeal would be appropriate. 
TABLE 0.1 An analysis, by percentage, of responses to the proposal 
that a service appeal would be an appropriate form of 
advertis;ng ·for use by the accounting profession 
Ava il abi 1 ity 
Audit 
M.A.S. 
Taxation 
Estate Pl 
Specializatl 
of Services -
and 
anning 
ons 
VERY 
APPRO. APPRO. 
6,2 37,5 
9,0 55,6 
10,4 54,9 
12,5 52,1 
VERY 
IN- IN-
NEUTRAL APPRO. APPRO. 
20,1 20,8 15,3 
16,1 11 ,1 8,3 
16,0 10,4 8,3 
16,0 11 ,1 8,3 
As can be seen from the table above both elements of the service appeal 
proposal namely, availability of service and specializations, were 
strongly supported. Respondents once again drew a distinction between 
audit and the other services by showing less support for being allowed 
to advertise the availability of audit services. It must be noted 
however that 20,1% of respondents were neutral on this issue which 
resulted in only 36,1% of respondents considering advertising the 
availability of audit services as inappropriate. 
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TABLE D.2 An analysis, by per centage, of responses to the proposal 
that a service appeal would be an appropriate form of 
advertising for use by the accounting profession, analysed 
by size, age, experience and language categories 
Availability 
of servi ce 
- Audi t 
-M.A.S. 
- Tax & Estate 
Specializa-
ti ons 
L 
64,0 
84,0 
84,0 
84,0 
SIZE 
M 
40,9 
54,5 
54,5 
50,0 
AGE 
S A B 
30,6 45,9 48,8 
54,2 73,0 64,3 
55,6 73,0 65,5 
55,6 73,0 55,5 
EXPERIENCE LANGUAGE 
C D E F A E 
21 ,7 56,6 51 ,5 19,5 30,7 50,0 
52,2 82,1 67,6 46,3 46,1 74,4 
52,2 80,5 69,1 46,3 48,1 74,4 
47,8 77 ,2 70,6 43,9 46,5 74,4 
0 
-
-
-
-
As can be seen from the above table large firms supported this advertising 
appeal for all categories of accounting service offered including audit 
services. Although more than fifty percent of respondents from small and 
medium size firms felt t hat the advertising of the availability of manage-
ment advisory services and taxation and estate planning services was 
appropriate, a far greater percentage from large firms thought this form 
of advertisi ng was appropri ate. In the opinion of the researcher this 
was to be expected as it is usually the large firms who are able to offer 
the full range of services and who have the specialists to handle any 
type of assignment . 
The analysis by age category had some interesting features. Respondents 
in age category A (youngest category) gave strong support to firms being 
able to advertise all but the availability of audit services. Whilst 
this was in line with the overall findings for the advertising appeal it 
was inconsistent with their progressive approach indicated so far by this 
survey . 
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The second interesting feature of the analysis was that respondents in 
age category C (oldest category) did not stick to their normal conserva-
tive viewpoint. Although they felt that advertising the availability 
of audit services was inappropriate, they felt that advertising the 
availability of the other two categories of accounting service was 
appropri ate. The logical reason for this is that all respondents 
recognise that in these categories of accounting assignment, the 
profession is competing against n9n members of the profession who do 
advertise and in doing so, place the profession at a disadvantage. If 
the professional accounting firms were allowed to advertise the availa-
bility of these services, this disadvantage might be partially overcome . 
The analysis by age category confirmed the trend established so far by 
this survey namely, that the more experienced respondents did not feel 
that this form of advertising was appropriate especially as regards 
audit services. 
The analysis by language showed a sharp distincti on between the opinions 
of English and Afrikaans speaking respondents. It must be noted 
however that a relatively high percentage of Afrikaans respondents were 
neutral on this issue. No explanation is offered f or the difference 
between the two language groups or the high neutrality of the Afrikaans 
group . 
The hypothesis was accepted for all proposals except the advertising of 
the availability of audit services . 
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HYPOTHESIS NO; 2. It is hypothesised that, in the op1n1on of partners 
taking part in this survey, if advertising were 
allowed, a professional credentials appeal would be 
appropri ate 
TABLE D.3 An analysis, by percentage, of responses to the proposal 
that a professional credentials appeal would be an 
appropriate form of advertising for use by the accounting 
profession 
'sted Number of 11 
cl ients 
companies as 
Number of "T 
as clients 
Member of "B 
op 
ig 
100" companies 
9" 
Details of particular achievement 
e .g. auditors involved in multi-
mi 11 i on me rger 
Part of international association 
VERY 
\APPRO. APPRO. 
2,8 18,7 
2,1 17,4 
2,8 23,6 
2,8 16,0 
4,9 43,7 
VERY 
IN- IN-
~EUTRAL APPRO. APPRO. 
20,1 36,8 21 ,5 
20,1 38,2 22,2 
19,4 34,0 20,1 
20,8 37,5 22,9 
22,2 18,1 11 ,1 
As can be seen by the above (Tab 1 e D. 3 l, respondents overall, regardl ess 
of the size of the firm from which they came, their age, experience and 
language, did not consider that a professional credentials appeal would 
be appropri ate . However certain interesting results should be high-
1 i ghted 
1. The analysis by size category showed that partners from large firms 
were not as critical of this type of advertising as their small and 
medium size counterparts, especially under the "Member of Big 9" and 
"Part of international association" proposals. This, of course, was 
not surprising as all the large firms are members of the "Big 9" and 
have strong international associations. 
2. The analysis by age and experience revealed very similar results 
with the established trend of a difference in opinion between young and 
- 225 -
old, inexperienced and experienced, although it must be borne in mind 
that the younger respondents overall did not consider this advertising 
appeal to be appropriate. What should be noted was the strong dis-
approval (over 82%) of the older and more experienced partners of this 
form of advertising. Of the five proposals put forward under this 
appeal, the first four, all which the respondents found inappropriate, 
had elements of "achievement" in them whereas, the fifth would be 
described as more of an informative comment . It is submitted that the 
reason for the general disapproval registered for this type of 
advertising appeal can be attributed to th-e modesty of the members of 
the accounting profession or more specifically a possible dislike of 
boastful advertising. 
No significant differences were noted between the attitudes of English 
and Afrikaans speaking respondents to this type of advertising appeal 
with both categories finding the appeal inappropriate. 
The hypothesis was rejected. 
HYPOTHESIS NO.3. It is hypothesised that, in the oplnlon of partners 
taking part in this survey, if advertising were 
allowed, a partners' personal appeal would be appro-
pri ate. 
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TABLE 0.4 An analysis, by percentage, of responses to the proposal 
that a partner's personal appeal would be an aopropriate 
form of advertising for use by the accounting profession 
Photographs of partners 
Qualifications of partners 
Resume of partners careers 
Specializations of partners 
Reference to partners well known 
in society as a result of 
performance in business field 
performance in other spheres e.g . 
sport 
personal attention 
VERY 
APPRO. . APPRO . 
4,2 11 ,8 
5,8 34,7 
2,8 24,3 
5,6 40,3 
2,8 29,2 
2,1 15,3 
4,9 37,5 
VERY 
IN- IN-
. NEUTRAL .APPRO . APPRO. 
18,1 37,5 28,5 
22,9 24,3 12,5 
20,1 36,8 16,0 
20,8 21 ,5 11 ,8 
19,4 31 ,9 16,7 
20,1 39,6 22,9 
23,6 19,4 14,6 
As Table 0.4 indicates,respondents overall did not consider this form of 
advertising appeal to be appropriate . 
Least opposition was shown to the proposals that firms be able to 
advertise the qualifications of their partners and their specializations. 
It is submitted that the reason for this is that partners do not wish to 
promote themselves personally but would rather promote what the firm has 
to offer by virtue of certain attributes that the partners may have. 
The interpretation under this hypothesis corresponds with the interpreta-
tion under hypothesis No . 2. 
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The analysis by category indicated that support for firms being allowed 
to advertise the qualifications and specializations of partners, came 
from respondents from large firms, from the youngest age category and 
from the "least experienced" category. An additional point of interest 
was that the opposition to this form of advertising appeal was particu-
larly strong from respondents from small firms and from the oldest and 
most experienced categories. English and Afrikaans respondents were 
equally opposed to this form of advertising appeal. It is also 
interesting to note that, overall, respondents felt that advertising by 
the use of fi rm capti ons and the adverti sing of fi. rm approaches and 
packages offered would be i nappropri ate. 
As regards the use of a personal attention appeal, the results were 
i nconcl usive. Large firms gave more support to this type of appeal 
than did the other size categories, which to the researcher was 
surprising as it was considered that the personal approach type appeal 
would be most appropriate for the small firm. As expected the older 
more experienced respondents found this type of appeal less appropriate 
than their younger less experienced counterparts did. 
The hypothesis was rejected. 
HYPOTHESIS NO.4. It is hypothesised that, in the oplnl0n of partners 
taking part in this survey, if advertising were 
allowed, a pricing of services appeal would be 
inappropriate. 
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TABL E 0.5 An analysis, by percentage, of responses to the proposal 
that a pricing appeal would be an appropriate form of 
Offer of low 
ComDarison w 
other fi rms 
Method of ch 
No menti on a 
advertising for use by the accounting profession 
-
r--
VERY IN-
APPRO. APPRO. NEUTRAL APPRO . 
er fees ,7 1.4 7,6 37,5 
ith fees of 
,7 1 ,4 8,3 37,5 
arging 2,1 22,2 18,8 34,7 
t all of fees 13,9 42,4 27,8 9,7 
VERY 
IN-
APPRO. 
53,5 
52,1 
22,2 
6,3 
The proposal that a pricing appeal would be inappropriate was whole-
heartedly supported by respondents. Partners, regardless of the size 
of the firm from which they came, their ages, experience and l anguage 
offered very li t tle support for the first three of the four proposals 
under this type of appeal, and in addition, the majority considered that 
no mention of fees in an advertisement would be most appropriate. It is 
interesting to note however that the degree of opposition to the first 
three proposals is not counter-balanced by those in favou r of no mention 
of fees at all . This appears to be contradictory to the findings of the 
first three proposals made under this issue, and is interpreted by the 
researcher as indicating that partners feel that to give specific 
details about the charging of fees, or to make comparisons with other 
firms would be inappropriate but that any informative advertising other 
than the proposals made, would be appropriate. An example of this may 
be the statement that "fees are charged i n terms of the rates recommende d 
by the Public Accountants I and Auditors I Board" . 
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Respondents from the Afrikaans language group held the same views as 
English speaking respondents on the first three proposals under this 
issue but differed somewhat on the proposal that no mention of fees be 
made. A small percentage (42,3%) of the Afrikaans speaking respondents 
felt that no mention of fees was appropriate compared to the percentage 
(63,4%) registered by English speaking respondents. However, it must be 
noted that 36,5% of Afrikaans speaking respondents and 23,3% of English 
speaking respondents were neutral, which indicates a great deal of 
indecision on this issue. 
HYPOTHESIS NO.5 . It is hypothesised that, in the oplnlon of partners 
taking part in this survey, if adverti s ing were 
allowed, a quality appeal would be appropriate 
TABLE D.6 An analysis, by percentage, of responses to the proposal 
that a quality appeal would be an appropriate form of 
advertising for use by the accounting profession 
Superi ority to competitors 
within profession 
Superiority to competitors 
outside profession 
Superiority to other speeific 
fi ros - implied 
Superiority to other specific 
firms - mentioned by name 
Large firm superior to small 
firm or vice versa 
VERY 
APPRO . 
,7 
6,9 
I---
1,4 
,7 
,7 
APPRO. 
4,2 
24,3 
3,5 
1 ,4 
5,6 
VERY 
IN- IN-
NEUTRAL APPRO. APPRO. 
12 ,5 36,8 45,8 
15,3 25,7 27,8 
11 ,8 37,5 45,8 
8,3 31 ,9 57,6 
8,3 36,8 48,6 
The outstanding feature of this anal ysis under this appeal was the 
extent to which the respondents registered their opposition to firms 
being allowed to advertise using this type of appeal. Respondents, 
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regardless .of the size of the firni from which they came, their age, 
their experience and their language felt that advertising in this manner 
would be inappropriate. The interpretation of this is that respondents 
see themselves as one professional body and to promote themselves by 
advertising themselves as being superior in any way to fellow members 
would not be compatible with professional ethics. This interpretation 
is partially borne out by the fact that respondents were less severe in 
their condemnation of comparison between themselves and competitors 
outside the profession. This, once again, highlighted the fact that 
respondents drew a distinction between the advertising of audit services 
for which only members of the profession may be engaged, and management 
advisory and taxation and estate planning services, for which non-
members may also be engaged. 
TABLE D.7 An analysis, by percentage, of responses to the proposal 
that the use of compari son with competitors woul d be an 
appropriate form of advertising for use by the accounting 
profession . 
Comparison,in any way,with 
competitors - within profession 
Comparison,in any waY,with 
competitors - outside profession 
VERY 
APPRO. 
0 
4,9 
APPRO. NEUTRAL 
4,2 11 ,1 
26,4 16,7 
VERY 
IN- IN-
APPRO. APPRO. 
38,9 45,8 
25,0 I 27,1 
I 
It is further submitted that another reason for the opposition to this 
form of advertising is that quality of service is a very difficult 
appeal to advertise without using comparison in one way or another, and 
professional accountants do not see comparison as appropriate especially 
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in the profession, a fact which is borne out by the results obtained 
from the proposal indicated in table D.7 above. 
The hypothesis was rejected. 
CONCLUSION 
The conclusions drawn and the recommentations arising out of the 
analyses of responses submitted under PART D of the questionnaire are 
to be found in Chapter 6 of this thesis. 
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CHAPTER 6 
OBSERVATIONS; ' RECOMMENDATIONS AND 'CONCLUSION 
This chapter is divided into three parts. The first part deals with 
the observations of the researcher based upon the results of the survey. 
The second part is made up of recommendations to which the survey has 
given rise. whilst the third part consists of the conclusion to the 
thesis as a whole. 
It is not intended that the chapter should be in great detail. It is 
more in the nature of a summary of what has been written in Chapters 1 
to 5 and should be read in conjunction with these chapters. 
6.1 Observations 
The observations are broken down into comments related to : 
6.1.1 . The eight issues around which the first 27 hypotheses in 
Chapter 3 were formulated. 
6.1.2 .The 16 hypotheses formulated around the suitability of 
various types of media for the advertising of professional 
accounting services. 
6.1.3 The 5 hypotheses covering the various types of advertising 
appeal which may be appropriate for the advertising of 
professional accounting services. 
6.1.4 The 4 categories into which respondents were placed for the 
purposes of analysis. namely size of firm. age. experience and 
language . 
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6.1 . 1 Observations Regardinq the Eight Issues Around which the 
First 27 Hypotheses were Formulated 
(a) The acceptability of the present state of the rules 
and regulations pertaining to the advertising of 
professional accounting services. 
As they stand at present, the rules and regulations 
must be regarded as unsatisfactory in the sense that 
they should be less restrictive. Although respondents 
were sharply divided on the question of whether the 
rules and regulations are satisfactory at present, the 
mere fact that 45,1% of respondents do not think that 
the rules and regul ati ons are sati sfactory, suggests, 
in the opinion of the researcher, that some redrafting 
of the rules is necessary. It is unsatisfactory for any 
organization to have nearly 50% of its members dissatis-
fied with the rules of their organization . 
(b) The advertising of professional accounting services 
and independence. 
Respondents showed the expected support for the 
contention that independence is the keystone of the 
audit profession. They also indicated. that the 
advertising of professional accounting services would 
have no effect on the auditor's independence unless the 
advertisement placed restrictions on the auditor in the 
performance of his duty. It is the opinion of the 
researcher that many members of the profession fail to 
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understand that advertising is a way of promoting the 
services they offer, and has nothing to do with the 
performance of their duties . 
(c) The control of the Institute over the advertising of 
professional accounting services. 
The proposal that the Institute should carry out the 
advertising of professional accounting services on 
behalf of its members was not well received, particularly 
by the large firms. In the opinion of the researcher, 
to pursue anything other than a very low profile adver.-
tising campaign which may help in increasing public 
awareness, would be pointless, primarily because the 
support of the large firms would not be forthcoming. 
Furthermore, the creation of a committee. within the 
Institute to monitor and authorize advertisements for 
professional accounting se rvices, which members might 
\~ish to place, would be of little value as members 
indicated they were strongly opposed to this form of 
control. 
(d) The distinction between the various categories of 
accounting service and the need for rules and 
regulations which recognize this distinction. 
The responses received for questions related to this 
issue indicate that there should be some distinction 
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in the rules pertaining to the advertising of the 
three categories of accounting service offered by the 
accounting profession. For those services where members 
of the accounting profession compete with non-members 
for assignments, less restrictive rules should apply to 
the advertising of those services by members . 
The accounting profession in South Africa is highly 
competitive with the basis of the competition being the 
qua 1 i ty of servi ce offered by the accounti ng profess i on . 
Respondents were satisfied that competitive advertising 
would not lessen the quality of service offered by the 
profession . 
Advertising of services, which fosters competition where 
members compete with members, shoul d not be a 11 owed as 
this would cause polarization within the profession . 
However,some form of advertising, but not unrestricted 
advertising, should be allowed where members of the 
accounting profession are in competition \~ith non-members. 
(e) The image of the accounting profession. 
Some deep differences of opinion exist on the effect 
which respondents consider advertising will have on the 
image of the profession . For details of these differences 
Chapter 5 should be consulted. A brief summary of the 
observations under this section appears below . 
(i) Respondents overall coul d not reach consensus 
on whether advert i sing would tarnish or improve 
the image of the ac counting profession, 
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(ii) Respondents overall were divided on the question 
of whether advertising and professionalism are 
compatible. 
(iii) Respondents recognize the general public as being 
vitally important to the accounting profession. 
Also the general public need to be made aware of 
what accounting services are available to them. 
Respondents agree that the public will become 
more aware of the services available to them if 
advertising of those services is allowed. This is 
an interesting observation as it would appear that 
many respondents were faced with a some mental 
confl i ct : we don't want restricti ons on adverti si ng 
lifted, but we do want to make the general public 
more aware~ 
(iv) The relationship between the professional accountant 
and his client is built up over time. Respondents 
did not reach concensus on whether this relationship 
would be altered if the advertising of professional 
accounting services was allowed . 
(v) Respondents, whilst being equally divided on the 
question of whether advertising would create 
unrealistic user exrectations, were overwhelmingly 
opposed to the contention that advertising would 
create widespread deception by professionals seeking 
business. It is pleasing to find some uninamity 
amongst members of the accounting profession~ 
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(f) The effect of the advertising of professional accounting 
services on the relationship between large firms and 
small firms. 
In the opinion of partners taking part in this survey, 
the advertising of professional accounting services 
would place small firms, as opposed to large firms, at a 
disadvantage. 
(g) The effect of the advertising of professional accounting 
services on the cost of such services. 
The advertising of professional accounting services will 
ultimately add to the cost of accounting services. 
(h) The effect of the advertising of professional accounting 
services on the quality of such services. 
The quality of accounting services will not be effected 
in any way if advertising of professional accounting 
services is allowed. 
The preceding observations are based on the analysis of each 
question by total number of responses received . Attention should be 
given to the observations arising out of the analysis by size of firm, 
age, experience and lan~uaqe category, which appear under 6.1.4 below. 
6.1.2 Observations Regarding the Suitability of Various TYDes of 11edia 
for the Advertising of Professional Accounting Services 
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(a) The use of the following media, means and methods of 
advertising for all of the three categories of account-
ing service is considered unacceptable by the accounting 
profession. 
(i) Radio and television 
(ii) Non-financial sections of newspapers 
(i i i ) Popular magazines 
(i v) Billboards, bus stops and similar types of space 
(v) Staff advertisements when recruiti ng on behalf 
of a client 
(vi) Direct mail advertising 
(vi i ) Direct approach to the client of another auditor. 
(b) In addition to the media,means and methods of advertising 
listed in (a) above, the following media,means and methods 
are considered unacceptable for the .advertising of audit 
services : 
(i) Any financial publications 
(ii) Any professional journals. 
(c) The use of the following media, means and methods of 
advertising for all of the three categories of accounting 
service would be considered acceptable by the accounting 
profession if changes were made to the rules and regulations 
pertaining to the advertising of professional accounting 
services . 
(i) Displaying the services offered by the firm at the 
firm's offices 
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(ii) Displaying the services offered by the firm on 
the firm's stationery 
(iii) Displaying the services offered by the firm on 
publications and bulletins sent to clients 
(iv) Displaying the services offered by the firm on 
publications and bulletins which are dist- ' 
ributed to the public 
(v) Displaying the services offered by the firm on 
business cards. 
(d) The use of the following media, means and methods of 
advertising of services Vlould be considered 
acceptable by the profession, for those 
services where members of the profession compete with 
non-members. 
(i) Any financial publication 
(ii) Any professional journal. 
In addition .to the media, means and methods listed in (a) and 
(d) above. the following observations were also made. 
(i) Respondents overall were not in favour of firms 
being allo~Jed to display their full names on items 
of attire. 
(ii) Respondents overall ~Jere in favour of firms being 
allowed to advertise the services they offer when 
recruiting staff for their own ourposes. 
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(iii) Respondents overall were in favour of a firm being 
allowed to offer bursaries for study at a recognized 
educational institution but were not in favour of a 
firm publically sponsoring a post at such an 
institution. 
(iv) Respondents overall were opposed to a firm being 
allowed to sponsor events aimed at the public, e.g. 
a sports tournament. 
6.1.3 The types of advertising appeal which may be appropriate for the 
advertising of professional accounting services. 
(a) Respondents overall considered that it would be appropriate 
for a firm to advertise the availability of management 
advisory and taxation and estate planning services as well 
as any areas in which the firm may specialize. However, 
they did not consider that advertising the availability of 
audit services would be appropriate. 
(b) Respondents overall, considered that an advertisement 
containing any form of professional credentials appeal 
would be inappropriate for use by the accounting 
professi on. 
(c) Respondents overall, considered that an advertisement 
containing any particulars of the partners would be 
inappropriate for use by the accounting profession. It 
must be noted however, that a relatively high percentage 
of partners ~Iere neutral on this issue. 
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(d) Respondents overall conside red that it would be appropriate 
to have no mention of fees at all in an advertisement for 
professional accounting services. 
(e) Respondents overall considered that an advertisement, which 
suggested the superiority of the firm placing the adver-
t;ser.ent, over any competitor, either in or out of the 
profession, would be inappropriate for use by the accounting 
profession. 
6.1 .4 Observations Regarding the Four Categories into 'which respondents were 
Placed for the Purposes of Analysis, namely Size of Firm, Age, 
Experience and Language 
It is important to note that the observations given in the 
preceding sections are based on the analysis by total of 
responses submitted by partners who completed the questionnaire . 
The ana lys is by size of fi rr:1, aCje, experi encc ilnd 1 anguagc adds 
a new and important dimension to the results obtained. It 
should be borne in mind that in many instances the overall results 
~Jere influenced by the support or opposition of a particular 
category. The general observations which emerged in relation to 
the individual categories aprear below . 
(a) Size of Firm. 
(i) Large firms. The majority of partners from large 
firms are in favour of far less restrictive rules 
and regulations pertaining to advertising and would 
support change . 
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(ii) t~edium sized firms. Partners from medium sized 
firms are inclined to be opposed to less restrictive 
advertising and show particular opposition in areas 
where advertising would lead to competition with the 
large firms. It is submitted that they do not have 
the resources to match the advertising campaigns on 
which the large firms may embark, and as a result 
they fear that they may lose some clients to the 
1 arge fi rms. 
(iii) Small firms. As a category, partners from small 
firms were strongly opposed to less restrictive rules 
pertaining to the advertising of professional accounting 
services. Possibly because they see themselves as competing 
with the large and medium sized firms for some sectors 
of the market, they fear that they will lose clients 
as they do not have the resources to match the large 
firms when it comes to advertising . 
(b) Age of partner and years' experience as a partner. 
These two categories can be dealt with together as the 
analyses by age and experience provided very similar results. 
Simply stated, the majority of the younger and least 
experienced partners were in favour of less restrictive 
rules for the advertising of professional accounting 
services, whilst their older and more experienced counter-
parts were opposed to the l ifting of restrictions of the 
advertising of professional accounting services . 
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(c) Language. 
Overall the English speaking partners were more in favour 
of less restrictive advertising rules than their Afrikaans 
speaking counterparts. It must be noted that it is not a 
particularly strong difference of opinion. Furthermore, 
the Afrikaans speaking partners had a hi9her degree of 
neutra 1 ity on many questi ons v/hi ch suggests that they 
are less decided than their English colleagues at the 
present time . 
The observations made in this part of Chapter 6 gave rise to the 
recommendations which follow . 
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6. 2 Recommendations Regarding the Advertising of Professional 
Accounting Services 
The recommendations which follow are not made lightly. The researcher 
is well aware that, with so many differences of opinion within the 
profession, many members will disagree with these recommendations. It 
is also realised that before any recommendations can finally be adopted, 
the finer points of detail will have to be worked out, for example, the 
permissible size of an advertisement. It is no easy matter to redraft 
a set of rules to satisfy all members, and it is not suggested that this 
can be done; however it is hoped that these recommendati ons wi 11 go some 
way to satisfying the large body of members who are dissatisfied ~lith 
the rules as they stand at present. 
These recommendations are based upon the premise that any advertisement 
for professional services should be tasteful , should not contain any 
misstatement and should not make any false claim; and in addition that in 
placing an advertisement for professional accounting services, a prac-
titioner should be activated by a spirit of fairness to all those parties 
who may be affected by the advertisement. It is submitted that in 
determining the basic standards for advertisements for professional 
accounting services, this thesis can be of considerable assistance. 
The recommendations are as follows 
1. Careful consideration should be given to the redrafting of 
the rules of professionill conduc.t pertaining to the adver-
tising of professional accounting services . 
2. The rules and regulations should recognize the di stinction 
between the advertising of audit services, and management 
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advisory and taxation and estate planning services with the 
more restrictive rules being applied to the advertising of 
audit services. 
3. The Institute should give careful consideration to the desir-
ability of entering into advertising campaigns on behalf of 
its members. 
4. Firms should be allowed to distribute to the public, publications 
and bulletins on the services they offer. 
5. The advertising of all categories of accounting service should 
be allowed by display 
(i ) at the fi rm' s office 
( i i ) on the firm's stati onery 
( iii) on publications and bulletins sent to clients 
(i v) on publications and bu 11 eti ns distributed amongst 
the public 
(v) on business cards. 
6. The advertising of management advisory services and taxation 
and estate planning should be allowed in 
(i) any financial publication 
(ii) any professional journal. 
7. Firms should be allowed to advertise the services they offer when 
placing staff recruitment advertisements for themselves. 
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8. The content of advertisements should be limited to the availability 
of services offered and any areas in which the firm may specialize . 
The ei ght recommendati ons above may be termed "pos i ti ve" recommendati ons. 
"Negative" recommendations, for example, that the advertising of audit 
services on radio should not be allowed, have not been made. 
6.3 Conclusion 
As was stated in the introduction to this thesis, the setting of pro-
fessional rules of conduct should be an evolutionary process which 
should meet the needs of the profession to ~Ihich they relate. The rules 
and regulations pertaining to the advertising of professional accounting 
services have not kept up, satisfactorily, with the requirements of a 
high percentage of the members of the profession . The simple fact that 
in excess of 45% of partners taking part in this survey considered that 
the rules as they stand at present are unsatisfactory because they are 
too restrictive, should be a clear warning that careful consideration 
should be given to the rules and regulations before the situation goes 
beyond control and brings the accounting profession into disrepute . 
It is clear that there are many diverse opinions on the issues surround-
ing the advertising of professional accounting services and it is most 
unl ikely that consensus amongst members will ever be achieved. However, 
consensus should be the final objective. This thesis is a contribution 
to the achievement of that objective. 
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·APPENDICES 
An explanation of the appendices which follow is given below. 
I Key to Categories 
Size L = Large firm 51 partners and over 
M = Medium firm - 11 to 50 partners 
Age 
S = Small firm - 1 to 10 partners 
A = partners up to 35 years 
B = partners from 36 to 50 years 
C = partners from 51 onwards 
Experience 0 = partners with up to 5 years experi ence 
E 
- partners with 6 to 15 years experience 
F = partners with at least 16 years experience 
Language A = Afri kaans 
E = Enqlish 
0 = Other 
II Layout of Appendices 
(1) Under appendix A the issue to which the appendices relate is 
located in the top left-hand corner of the page, or, where 
the appendices for more than one issue appear on a single 
page, hal fl-Iay down the 1 eft-hand side of the page . Each issue 
can be cross referenced to the index presented under this 
secti on . 
(2) The topics to which appendices Band C relate were not 
broken down into issues , therefore point (1) above does not 
apply to these appendices. 
(3) Under appendices A, Band C the category to which the 
appendices relate, is located at the beginning of the 
appendix, e.g. Category: Size L. M. S. 
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(4) The letters of the alphabet shown next to the category 
identified in (3) above, relate to the lines making up the 
grid in vlhich the analysis of responses is entered. The 
first letter of the alphabet shown next to the category 
relates to the first line of the grid, while the second and 
third letters relate to the second and third lines of the 
grid respectively. 
For example: The figures in the top line of the grid 
shown below represent the responses, expressed as a 
percentage received from respondents from large firms, 
whilst the second and third lines represent the responses 
received from respondents from medium and small firms 
respectively. 
L = Large 0,0 .2,7 . 24,3 29,7 43,2 
M = Medi urn 0,0 9,5 6,0 31,0 53,6 
5 = Small 0,0 4,3 0,0 21,7 73,9 
For the category identified as "total", there is obviously 
only one line of responses per question . 
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APPENDIX A. Responses to questions designed to test partners'opinions 
in respect of the advertising of professional accounting 
servi ces . 
CONTENTS 
The appendices under the above heading have been divided into the eight 
issues around which the hypotheses were formulated. The responses to 
each question posed on the eiqht issues were then analysed in total, by 
size of firm, age, experience and by language of the respondent. The 
index for the relevant appendices appears below . 
Acceptability ·of the present state 
Category 
Independence 
Category 
total 
size 
age 
experi ence 
1 anguage 
total 
size 
age 
experience 
1 anguage 
Institute Control 
Category total 
size 
age 
experience 
1 anguage 
Pages 
253 
254 
255 
256 
257 
258 
259 
259 
259 
259 
260 
261 
261 
261 
261 
• 
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Di sti neti on " between types : of Servi ce offered 
Category 
Competition 
Category 
total 
she 
age 
experience 
language 
total 
si ze 
age 
experience 
language 
Image of "the "ProfeSSion 
General 
Category total 
she 
age 
experience 
1 anguage 
Professionalism 
Category : total 
size 
age 
experience 
1 anguage 
Traditional users 
Category total 
si ze 
age 
experience 
language 
Pages 
262 
263 
263 
263 
263 
264-265 
266-267 
267-268 
269-270 
270-271 
272 
273 
273 
273 
273 
274 
275 
275 
276 
276 
277 
278 
278 
279 
279 
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Pages 
Public ' awareness 
Category total 280 
size 281 
age 281 
experi ence 282 
1 anguage 282 
Abuse of adverti si ng 
Category total 283 
s i'ze 284 
age 284 
experience 284 
language 284 
Large ' fi tTiI VS Small firm 
Category total 285 
si ze 286 
age 286 
experi ence 286 
language 286 
Cos t of Servi ce 
Category total 287 
size 288 
age 288 
experience 288 
language 288 
Quality of servi ce 
Category total 289 
size 290 
age 290 
experience 290 
language 290 
:SS :.!E: Acceotabi lit,v of oresent state 
Catenory : TOTAL 
;l e rules are sat isfactory as they 
stand at ~I'esent 
7he ru les should be nore restrictive 
The rules should be less restrictive 
Individua l me~bers of firms should be 
able to advertise without restriction 
on behalf of their firms 
rims should be ab,le to advertis~ 
without restriction 
I NEITHER AGREE STRONGl Y 
STRONGLY NOR OIS - OIS- DIS-
AGREE AGREE I AGREE AGREE AGREE 
I 4,' I 42,4 - ~6 r 3o"T;,2 l 
3,5 9,7 l e,7 45,1 I 22~9 . 
6,2 I 43,7 116,0 122,2 111,8 ,I 
2,1 110 ,4 I 4,9 144,4 138,2 
2,e 111,1 4,9 I 40,3 141,0 
South Africa will inevitably follow the 2,B 35,4 127,1 29,9 4,9 -- -J 
United States and lift restrictiQns on 
advertisin9 
ISSUE: Acceptability of present state 
Cate90ry: TOTAL 
The South African ~rofes sion should 
use all the powers at its disposal to 
maintain strict rules a~ainst 
advertising 
NEITHER 
AGREE STRONGLY 
STRONGl NOR DIS- OIS- DIS-
AGREE AGREE AGREE AGREE AGREE 
I 19,4 I 25,7 112,5 I 31,9 110,4 
The rules applicable to advertising 17,4 35,4 -r15,3 25,0 6,9 
should simply ensure that any published 
advertisement does not contain any mis-
statement or make any false claims. 
N 
tn 
W 
ISSUE: Acceptability of nresent state 
Category : Si ze l !I S 
. ~e rules are satisfactory as they 
stand at present 
The rules should be nore restrictive 
The rul es should be less restrictive 
Individual members of finns should be 
able to advertise without restriction 
on beha 1 f of the; r f;1"11Is 
rir~s should be a~le to advertise 
withou t restriction 
South Africa will inevitably follow the 
Uni ted States and lift restrictions on 
advertisin9 
NEITHER 
AGREE 
5TROflGl Y NOR 015-
AGREE AGREE AGREE 
2,0 20,0 8,0 
9,1 45,S 13 ,6 
5,6 56 ,9 5 ,6 
0,0 I 2,0 1 12,0 
9,1 22,7 I 18,2 
4,2 II, I I 23,6 
12,0 I 62,0 10,0 
9,1 I 22,7 13,6 
1,4 I 37,5 20,8 
4,0 22,0 6,0 
4,5 9,1 4,5 
0,0 2 ,8 4,2 
4,0 22,0 6,0 
4,5 4,5 4,5 
1,4 S ,G 4,2 
-
6,0 48 ,0 22,0 
4.5 27,:1 22,7 
0,0 29,2 31,9 
! STRONGl '/ 
DIS- I DIS-
AGREE AGREE 
58,0 12,0 
27,3 4,5 
29 ,2 2,8 
~ - ~-
480 380 
40 ,9 • I 
44,4 16,7 
12,0 4,0 
22,7 . 31,8 
29,2 11,1 
48,0 20,0 
27,3 54,S 
47,2 I 45,8 
46,0 22,0 
36,4 50,0 
37,S 51,4 
20,0 4,0 
40,9 4,5 
33,3 5,6 
ISSUE: Acceptability of present state 
Category: Size l M S 
The South African profession should 
use all the po~ters at its disposal to 
mai ntain strict rules a~ainst 
advertising 
The rules applicable to advertising 
should simply ensure that any published 
advertisement does not contain any mis-
statement or make any false clail:ls. 
NEITlfER 
AGREE 
5TRQNGLY NOR 015-
AGREE AGREE AGREE 
10,0 14,0 8,0 
3I,r. 31,8 13,6 
22,2 31,9 15.3 
18,0 42.0 12,0 
27 ,3 31,8 4,5 
13.9 31,9 20,8 
015-
AGREE 
48,0 
18,2 
25,0 
24",0 
31 8 
23,6 
STRONGLY 
OIS-
AGREE 
20,0 I 
4,5 1 
5,6 l 
4,0 
n 
9,7 
N 
(J"1 
"'" 
iSSUE: AccCl"tabi lit.v of oresent state 
Catc~vry: Age ABC 
The rules are satisfactory as they 
5 tilnd a t present 
"7he rule s should be nore restrictive 
The rules should be less restrictive 
Individua l members of fi~s shoul d be 
a~le to advertise without restriction 
on behalf of their firms 
Firms should be able to advertise 
without restriction 
South Africa will inevitably follow the 
Un ited States and lift restricti~ns on 
advertising 
-
STRONGLYI 
AGREE I 
I 
0,0 
7, I 
4,3 
0,0 
4.R 
• ,3 
8,1 
6,0 
4 ,3 
2,7 
2.' 
0 ,0 
2,7 
3.6 
0,0 
5,4 
2,4 
0 ,0 
NEllllER 
AGREE 
NOR OIS-
AGREE AGREE 
- - -
. __ . 
3S,1 8,1 
42,9 7, I 
52,2 G,7 
8,1 I 10,A 
8.3 I 20,2 
17,4 1,, ;1 
56,8 16,2 
41 ,7. 16 ,7 
30,4 13,0 
. 
10,8 13,5 
11,9 ? ,4 
',3 0,0 
A,I 13,5 
IS,S 2.' 
0 ,0 L _O,O 
45,9 35,1 
35,7 22,6 
17 ,4 30,4 
STRONGLY 
OIS- DIS-
AGREE AGREE 
45,9 10 ,R 
38,1 4,8 
30,4 4 ,3 
5t ,4 29,7 
45,2 21,4 
34 ,8 17 ,4 
16,2 2,7 
25 ,0 10,7 
21,7 JO,4 
- -
51,4 21,6 
41,7 41,7 
43,~ 152,2 
54,1 21,6 
36,9 41 7 
30,4 69,6 
to,8 2,7 
34,S ',. 
43,S 8,7 
ISSUE : Accl!ptability of present state 
Category: A~e ABC 
The South African 9rOfession should 
use all the po~rers at its disposal to 
maintain strict rules a~ainst 
advertising 
The rules applicable to advertising 
shou l d simply ensure that any published 
advertisement does not contain any mis-
statement or make any false claims. 
STRONGLY 
AGREE AGREE 
5,4 13,5 
25,0 26,2 
21,7 1 43,S 
10,8 37,8 
19,0 33,3 
21,7 39,1 
NEITHER I AGREE 
NOR DIS- D1S-
AGREE 1 AGREE 
16,2 40,5 
0,3 34.5 
21,7 8,7 
21,6 29 ,7 
IS,S 22,6 
4,3 26,1 
STRONGLY 
DIS-
AGREE 
24,3 
6,0 
• ,3 
0,0 
9,5 
8,7 
N 
U1 
Ul 
ISSUE: Acceptabilit.v of ~resent state 
Category: Experience 0 E F 
The rules are satisfactory as they 
st3nd at present 
The rule s should be nore restrictive 
The rules should be less restricti ve 
Individual merrbers of finns should be 
able to advertise without nestriction 
on behalf of thei r firms 
Firms should be ab.le to advertise 
wi thout nestrfct ion 
South Africa will inevitably follow the 
Unite d States and lift restrictions on 
advertising 
STRONGLY 
AGREE 
0,0 
. " 
',8 
0.0 
1, 5 
9,8 
8,8 
4,' 
7,3 
2,9 
1, 5 
2.' 
5,9 
1,5 
2.' 
5,9 
1,5 . 
2,' 
AGREE 
35 ,3 
41.2 
51,2 
2,9 
10 ,3 
14 ,6 
53,6 
50 ,0. 
24.4 
Il,S 
14,7 
2,' 
8,8 
19 ,1 
0,0 
50.0 
38,2 
19 ,5 
HE ITHER 
AGREE 
HOR 015- oIS-
AGREE AGREE 
5 ,9 50,0 
8,8 39,7 
7, 3 26,8 
II ,8 52 ,9 
17,6 50,0 
26,fl 31,7 
14" a 23,5 
17,6 20.6 
14,6 '24 ;4 
8,1 56 ,6 
5,9 39 7 
0.0 4t" 5 
14 , 0 56.6 
2,9 36,8 
0 ,0 31,7 
33,1 11 ' ,I 
23,S 32.4 
26 ,A 41.5 
STRONGl Y 
o'IS-
AGREE 
.8 
5,9 
• , 9 
32 "-
20,6 
17,1 
0,0 
7,' 
29,3 
20,6 
38 2 
I 
t 53 7 I 
14,7 
39,7 
65,9 
0 ,0 
4,4 
I 9.8 
ISSUE: Acceptability of pnesent state 
Cate90ry: Experience 0 [ F 
The Sou t h African [)rOfession should 
use all the pO~lLrs at its disposal to 
ma intain strict rules ana inst 
advertis ing 
The rules applicable to advertising 
should simply ensure that any published 
adve rtisement does not contain any mis-
statement or make any (alse claims. 
STRONGLY 
AGREE 
5,9 
16.2 
36,6 
14,0 
17.6 
19,5 
NEITHER 
AGREE 
NOR 01S-
AGREE AGREE 
14.7 17 •. 0 
27,9 7,' 
31,7 17 .1 
30,1 23,5 
39.7 14.7 
31,7 9 ,8 
DIS-
AGREE 
33,1 
tiS,6 
7, 3 
32,4 
23,5 
22.0 
STRONGLY 
DIS-
AGREE 
29,4 
2,9 
7,3 
0,0 I 
4,4 j 
17,1 I 
N 
U1 
'" 
:SSU(: Acceptabilit.v of present state 
Category: lanquage A E a 
-:- ::e rules are satisfactory as they 
stand at present 
The rules should be nore restrictive 
The rules should be less restrictive 
Indiv idual members of finns should be 
a~le to advertise without restriction 
on behalf of thei r finns 
tims should be ab,le to advertise 
wi thout restriction 
South. Africa will inevitably follow the 
United States and lift restrictions on 
advertising 
STRONGLY 
AGREE 
7 ,7 
3,3 
0,0 
-
7,7 
1, 1 
0,0 
0,0 
10,0 
0,0 
0 ,0 
3,3 
0,0 
1,' 
3,3 
0,0 
1,' 
3,3 
0,0 
NEITHER 
AGREE 
NOR 015- 015-
,~GREE AGREE AGREE 
5],8 5,8 ]0,8 
35,6 0,' 43 ,3 
50,0 0,0 I I 50,0 
13,5 30,8 40,4 
7,8 11 ,1 48,9 
0,0 I 50,0 0,0 
32,7 I 19,2 - , 28,8 
50,0 1 14,4 17 ,8 , 
50,0 1 0 ,0 50,0 
3,8 9,6 34,6 
13,3 2,2 50,0 
50,0 0 ,0 50,0 
---- --
5,8 5,8 36,5 
13,3 . ,. 42,2 
50,0 0 ,0 50,0 
19,2 . 30,8 44,r 
44',4 24.4 22,2 
50,0 50 ,0 0,0 I 
STRCNGl Y 
DIS-
AGREE 
I,' 
I 
8,9 I 
0,0 _ 
7,7 
31,1 
50,0 
19,2 
7,8 
0,0 
51,9 
31,1 
0,0 
50,0 
36,7 
YL 
3,8 
5,6 
0,0 
ISSUE: Acceptability of present state 
Category: lan~ua~e A E ° 
The South African profession should 
use all the powers at its disposal to 
maintain ~trict ru les anainst 
advertisin9 
The rules applicable to advertising 
should simply ensure t~at any published 
adve rtisement does not contajn any mis-
statement or make any false cla1~s. 
STRONGl 
AGREE 
25,0 
16 ,7 
0,0 
28,8 
11 , 1 
0,0 
NEITHE~ 
AGREE 
NOR OIS-
AGREE AGREE 
32 ,7 15,4 
22,2 11,1 
0,0 0,0 
34,6 23,1 
34,4 11,1 
100 ,0 0,0 
015-
AGREE 
21,2 
35,7 
100,0 
9,6 
34,4 
0,0 ' 
STRONGl Y 
DIS-
AGREE 
5,B . 
13,3 
0,0 
3,8 I 
8,' i 
0,0 I 
N 
<Jl 
...., 
I SS lIE: I nderendence 
C~tegory: TOTAL 
Ina~~endence is the keystone of the 
,HKlit profession 
Ad vertising would impair the 
aud; tor's ; ndepen"de"nce " 
NEITHER 
AGREE STRONGl Y 
STRONGLY NOR 015- DIS- DIS-
AGREE AGREE AGREE AGREE AGREE I 
140,3 I 52,e---~---~,ll 0,0 1 
-g:o-ru.9 - 1-17 ,4 ' 45,1 5,6 ' 1. 
Advertisin~ would il:lNir the auditor's I 6 ,2 48,6 15,3 27,1 2,8 
independence only if promi~es which werE 
made in the advert placed restrictions 
on the auditor in the pe rformance of his 
duties E"g " a premise of reduced cost 
N 
on 
CO 
ISSUE; Independence 
CHegory; Size L M S 
IndependenCE is the key~ton2 of the 
a:r.:l it profession 
~~vertising wou ld j~oa ir the 
?~ditor's inderendence. 
A.::vertisin9 would ir.1rai r the auditor~s 
independe nce only if rrom ises ~,hich we 
".(lde in the advert phced restrictions 
on the audi tor in the performance of h 
duties e.g. a promise of reduced cost 
Category ; Experience 0 E F 
Independence is the keystone of the 
aud i t profess i on 
t..::!vertising would impair the 
auditor's indeppndence. 
Advert i sin9 would ir.1rair the auditor's 
inder endence only if rromises which wer, 
~ade i n the advert placed restrictions 
on the auditor in the performance of h 
cuties e.g. a prooise of reduced cost 
NE ITHER 
AGREE STRONGl Y 
STRONGl NOR 015- ors- ors-
AGREE AGREE AGREE AGREE AGREE 
----
C;;" 66,0 2,0 o 0 . I 0 0 
I 54 ,S 45,S 0 ,0 O,C 
I 
0,0 
I 41,7 I I 45 .8 8 , 3 i _ ,2 0 ,0 
6,0 14,0 6,0 62,0 12 ,0 
13,6 22,7 13,6 50,0 0,0 
9,7 29,2 26 ,4 31,9 2,8 
-
8,0 55,0 I 12,0 22,0 2,0 
_ ,5 40,9 ! 18,2 21 ,3 9,1 
5,6 45,8 I 16,7 30,6 1,_ 
-
33,1 52 ,9 14,0 0,0 0 ,0 
r='" 60,3 2,9 2 ,9 0,0 
56,r 41,S 0,0 I 2,_ 0 ,0 
0 ,0 14,0 23,5 47,8 14 ,7 
11,8 22,1 13 ,2 SO 0 2,9 
11,2 31,7 I 19,5 34,1 2,_ 
8,8 50 ,0 23,5 17,6 0 ,0 
2,9 50 ,0 13,2 30 ,9 2,9 
9,8 43,9 12.2 29,3 4,9 
ISSUE; Independence 
Category: Age A 8 C 
Independence is the keystone of the 
aoo i t professi on 
Advertisin9 woul d i l!l~air the 
auditor's inderendence. 
~dver~ising would ir.lrair the auditor's 
independence only if promises ~,hich we 
made in the aavert placed restricti ons 
on the auditor in the performance of h 
duti es e.g. a promise of reduced cost 
Ca te 90ry: Language A E 0 
Independence is the keystone of the 
audi t profession 
Adverti si ng would impair the 
auditor's independence. 
Advertising would ir.lra i r the auditor's 
independence onl y if rromises which wer, 
made in the advert placed restri ctions 
on the auditor in the performance of hi 
duties e.9. a prornise of reduced cost 
STRONGLY 
AGREE AGREE 
32,4 54,1 
40,S 54,8 
52 ,2 I 43,5 
2.7 13.5 
13,1 25,0 
, ,3 30,4 
5,4 51,4 
7,1 47,6 
4,3 47,8 
42,3 46,2 
38,9 56,7 
50 ,0 50,0 
11,5 32,7 
7.8 17,B 
0 ,0 0.0 
9,6 32,7 
4 ,4 55,7 
0,0 100,0 
NEI1HER 
AGREE 
NOR DIS- DIS-
AGREE AGREE 
13,5 0,0 
2,_ 2,_ 
0,0 J _,3 
21,6 51,4 
r5,5 42,9 
/ 17,_ 43,S 
24,3 18,9 
11.9 29,8 
13,0 . 30,4 
7,7 3,8 
3.3 r.1 
0,0 O,~_ 
23,1 28.8 
14,4 53,3 
/ 0.0 1100 ,0 
26,9 28,8 
R,9 26,7 
0,0 0,0 
STRONGLY 
DIS-
AGREE 
0,0 I 
0,0 1 
0,0 J 
10,8 
3 ,6 
_.3 
0,0 
3.6 
4,3 
0,0 
0,0 
0,0 
T 3,8 
/6,7 
0,0 
I 
1.' 
3,3 
0,0 
N 
(J1 
<D 
----
ISSUE: Ins titute Con tro 1 NEITHER AGRF.E . STRONGLY 
STRONGLY N!)R DIS- OIS- OIS-
Category: TOTAL AGREE AGREE AGREE AGREE AGREE 
--- - ----- -
Advertisinq of professional account ino 10 ,7 I 31,3 6.9 34,7 8,3 
services should be carried out by the 
Institute on ly, on behalf of the 
profession. 
'·\enlber firms could rea sonably be 
e~pected to pay an annual subscription 
for the service rendered in Question 4. 
Firms should be able to advertise 
subject on ly to obtaining a!'nroval for 
each advert; sement from the Ins ti tute. 
9,0 35,4 /12,5 27,6 I 15,3 
1-'~9-129,9 J-6~9 -I 32,6 1 25,7 J N 
'" o 
ISSUE : Institute Control 
Category: Si ze l M S 
Advertising of professional accountinq 
services should be carried out by the 
Ins titute only, on behalf of the 
profession, 
~' ~e:t1b el" fims could reasonably be 
e_rected to pay an annual subscription 
for the service rendered in Question 4 
Firms should be able to advertise 
subje ct only to obtaining a~nroval for 
each advertisement from the Institute. 
Category: Experience 0 E F 
Advertising of professional accountinq 
services should be carried out by the 
Institute only, on behalf of the 
profession. 
:':embe r firms could reasonably be 
expec ted to ray an annual subscription 
for the service rendered in Ouestion 4 
Firms should be able to advertise 
Subject only to obtaining annroval for 
'ea ch advertisement from the Institute. 
I STRO<GLY 
AGREE 
4,0 
27,3 
26.4 
6,0 
13,6 
9,7 
6,0 
9, I 
2,8 
8,8 
IJ,2 
36,6 
5,9 
5,9 
17, ! 
5,9 
2,9 
7,3 
I NE ITHER 
AGREE I NOR 015-AGREE AGREE 
22 ,0 6,0 
31,8 4,5 
37,5 8,3 
32,0 10,0 
27,3 9,1 
40,3 t IS ,3 
34,0 8,0 
22,7 0,0 
29,2 8,3 
17 ,6 14, 0 
36,8 4,4 
34,1 4,9 
29,4 I 14, 0 
3B,2 1 11 ,8 
36,6 t 12,2 
30,1 17,0 
33 ,8 5 ,9 
22,0 0,0 
STRONGLY 
OIS- DIS-
AGREE AGREE 
58 0 100 
18 ,2 18 2 
23,6 4,2 
30,0 22,0 
31,8 18 2 
25,0 9,7 
38,0 14,0 
36,4 31,8 
27,C 31,9 
SO 7 88 
35.3 10 3· 
19,5 4,9 
27,2 23,S 
32 ,4 11 ,. 
1_~ ,5 ~_4,~ 
29,4 17 ,6 
35 ,3 · 22.1 
31 ,7 39,0 
ISSUE: Institute Control 
Ca tegory: Age A 8 C 
Advertising of professional accountfnq 
services should be carried out by the 
Institute only, on behalf of the 
profession. 
~~mber firms could reasonably be 
expected to ray an annual subscription 
for the service rendered in Question 4 
Finns should be able to ad vertise 
subject only to obtaining a~nroval for 
each advertisement from the Institute. 
Category: tanguaqe A E 0 
Advertising of professional accountfnq 
services should be carried out by the 
Institute only. on behalf of the 
professiQn. 
Member firms could reasonably be 
expected to pay an annual subscri ption 
for the service rendered in Question 4. 
Fi nns should be able to advertise 
subject only to obtaining a!>nroval for 
each advertisement from the Institute. 
d NEITlIER AGR(E 
STRONGLY NOR DIS-
AGREE AGREE AGREE 
--- - -
8,1 27,0 10,8 
19,0 32,1 4,8 
34,8 34,8 8,7 
5,4 29,7 16.2 
8,3 36 ,9 10,7 
17,4 39.1 13,0 
5,4 37,8 21,6 
2,4 26,2 2,4 
13,0 30,4 0,0 
23 ,1 40,4 9,6 
15.6 26,7 5,6 
50,0 0,0 0,0 
17 ,3 I 32,7 15,4 
4,4 36,7 11,1 
0,0 50,0 O,C 
9,6 30,8 9,6 
2,2 213,9 5,6 
0,0 50 ,0 0,0 
-
DIS-
AGREE 
51,4 
31,0 
21.7 
32,4 
27,4 
21,7" 
24.3 
39.3 
21.7 
26,9 
38,9 
50,0 
26.9 
27 8 
50,9 _ 
23,1 
37.8 
50,0 
STRONGl~ 
DIS-
AGREE 
2 7 J 
IJ ,I ! 
0,0 J 
16,2 
16 7 
8,7 
10,8 
29.8 
34.8 
0,0 
13,3 
0,0 
7,7 
2Q.0 
0,0 
26,9 
25,6 
0,0 
N 
'" >-'
! SSLI ~: 
Ca tegory: 
Distinction between tyne of 
servi ce offered 
TOTAL 
STRONGLY 
AGREE I 
NEITHER I 
AGREE 
NOR 01$- DIS-
AGREE AGREE I A~qEE 
STRONGI.Y 
OIS-
I AGREE 
:ndct'endence is not important in 
assi\:lnments in the M.A.S. and Taxation 
& Estate Pl anning categories 
I 3,5 I ",' ',7 I 48,6 ' 1-;,3 J 
T~ere should be so~e distinction in the 
rules between the following (3) three 
broad catego.-ies of accounting service 
offered by the accounting profession -
audit, I1.A.S., taxation & estate rlanning 
4,9 41,7 1~~~ __ '_29.'~ 1,3,2 
N 
en 
N 
I~SUE : Distinction between tvne of 
servi ce offe.-ed . 
C..l tegory: Size l II 
Independence is not important in 
dssi~nnlCnts i n the I·~ .A.S. and Taxat ion 
S Estate Planning categor ies 
T":ne should be SOOJe di sti nction i n the 
rules bet~leen the following (3) three 
broad catc90ries of account ing serv ice 
of fered by the accounting profession -
a..d it , H.A.S ., taxation to estate rlann ;n 
Category: Experience 0 E F 
Independence i s not importan t in 
aS Si gnme nts i n the M.A.S. and Taxati on 
& Estate Planning categories 
::".ere should be some distinction in the 
rules between the following (3) three 
t~oad categories of account ing service 
o;fered by the accounting profeSSion _ 
a ~jit , ~1.A. S . , taxation & estate rlannin 
STRONGLY 
AGREE AGREE 
, 
<,0 34,0 
I 4,5 18,2 
I 2, . 30 ,6 
2,0 62,0 
<, 5 27,3 
6,9 31,9 
5,9 35, 3 
1,5 29 , a 
<,9 , 26 ,8 
~~-- - - . 
0,8 117,8 
1,8 45,6 
4,9 29,3 
- --
NEITIlER 
AGREE STRONGLY 
NOR OIS- 015- DIS-
AGREE AGREE AGREE 
10,0 112 ,0 10,0 
0,0 6R ? q 1 
12,5 47,2 6,9 
4,0 28,0 < ,0 
13 ,6 36 ,11 18 ,1 
I3,9 29 ,2 18,1 
17,ft 33,1 8,8 
7,< 55 ,9 5,9 
7,3 I '8,8 12,2 
-
111,0 23',5 5,9 
10,3 32,4 8 ,8 
I 7,3 31,7 16,8 
~, Distinction between tvne of 
service offered . 
Category: Age ABC 
Independence is not important in 
ass ignments in the M.A.S. and Ta xation 
& [state Plann in9 categor ies 
T~ere should be some distinction in the 
rules between the following (3 ) three 
broad categories of accounting service 
offered by the accoun ting profession -
aud it. ~1.A.S., taxation & estate plannin 
Category: language A E a 
Independence is not important in 
assignments in the M.A .S. and Taxa tion 
& Estate Planning categories 
The re should be some distinction in the 
rul es between the followi ng (3) th ree 
broad categories of accoun ting service 
offe red by the accounting profession -
audit , ~I.A.S . • taxation & estate rlann i 1 
STRONGLY 
AGREE 
-
5 ,< 
1,' 
< ,3 
8, 1 
3,6 
4,3 
5,8 
1,2 
0,0 
3,8 
5,6 
0,0 
AGREE 
37.8 
26 ,2 
30,4 
43,2 
41,7 
39,1 
15,4 
38,9 . 
0,0 
32,7 
47,8 
0,0 
NEllllER 
AGRt:E 
NOR D1S- DIS-
AGREE A"'EE 
18.9 29 ,7 
7,1 513,3 
<,3 43,5 
21,6 24,3 
6,0 32,1 
8,7 30,4 
11,5 61,S 
7,8 41,1 
50,0 50,0 
19.2 26.9 
<,4 31 ,1 
50,& 50,0 
STRONGL ~ 
DIS-
AGREE 
B 1 
G 0 
17 ,4 
2,7 
16,7 
I7A 
5 e 
10,0 
0,0 
17 ,3 
111 
0,0 ; 
I 
! 
I 
N 
en 
w 
ISSUE: Coopet1tion NEITHER 
AGREE STRONGl'l 
STRONGLY NOR DIS- 015- DIS-
Category: TOTAL AGREE AGREE AGREE AGREE AGREE 
AdvertisinfJ of tl.A.S. services I_here 9,7 23,6 6.9 42.4 -1-17,4 
memcers compete with ~n-nel'1ber~i should 
te allo~/ed without re'itriction. 
Advertis;nq of ~1.A.S. services ~Ihere 3,5 30,6 10,4 G,l 19,4] 
mer:lbers COMpete I'll th non-members should 
be allowed Subject only to obtaining 
approval for each advertisement from the 
Institute. 
Advertisin~ of taxation and estnte 
planning ~/here nembers cOr.lpete with 
~ should be allowed without 
restriction. 
non-
9,7 25,7 J 5,6 41,7 17,4 
Advertisin9 of taxation and estate I 3,5 28,5 9.0 38,9 20, 1 
planning where members compete with !!.£!!.-
members should be allowed subject only 
to obtaining approval for each advertise-
ment froo the Institute. 
Active support shou ld be given to 
members competin~ against non-me~bers 
for M.A.S. and Taxati on & Estate 
Planning by the Institute. 
Active support should be given .t o 
members COr.lpetin£l against non-Members 
for ~t,A.S, and Taxation t. Estatl! 
PlanninQ by fellow practitioners, 
18,7 54,2 7,6 1 6 .~,5 
12.5 I 43,1 I 16,0 22,9 r' 5,6 
ISSUE: Competiti on HElTllER 
MREE STRONGl Y 
Category: TOTAL STRONGLY NOR 015- 015- DIS-AGREE AGREE AGREE AGRE[ AGREE 
---
Accounting i s essentially a hi9hly 12,5 54,9 16,0 15,3 1,4 
competit ive profeSSion in South Africa 
Competition should be fostered 
between members of the profeSSion 
Competition 'between members for aval1-
L~_ 1 2Q,5 125,0 I 31,3 9,0 
able business Is on the basis of the 20,1 58,3 1,6 12,5 1,4 
quality of service offered, the 
competence and efficiency of the fim, 
Competition based uron the effectivenessl 8,3 135,4 _ _ ] 13,2 36,8 6.2 --I 
of advertising will lessen the 
impor~ance of the qual ity of service 
rendered by the professional. 
Advertising of audit servjces ~lhere 2,1 9,7 6,2 37,S' _. - r44,~ 
members compete ~ members shcul~ be 
allowed without restriction 
AdvertisinQ of at.dit services where 
members cempete ~/ith members should be 
allowed subject only to obtaining 
approval for each advertisement from 
the Institute. 
4,2 122,2 I 4,2 I 35,4-F,0 
N 
'" ...
ISSUE: C~petition NEITl<ER 
AGREE STRONGLY 
STRONGLY NOR OIS- DIS- DIS· 
AGREE AGREE AGREE AGREE AGREE Category: TOTAL 
----
Acthe support by fellOW' practitioners ' i!iJ 
2,8 25,7 25,0 37,5 g,O 
should be allowed where members compete 
with members for the same M.A.S. or 
Taxation & Estate Plannin~ ass1~nnen t. 
Advertisin~ would cause polarization 
in the profession. 
- 8.3 ---4-3-, 1 r 25 ,7 ,- 22.9 0,0 
N 
m 
l]1 
~: COI:Ipetition 
Cate£ory: S1 ze l f1 S 
Advert1sin!) of t!.A.S. servtces where 
members compete with non-nenbers should 
be all O'tled without restri ction. 
Adverti sinq of ~1.A .S. services ~there 
mer.1bers conpete ~Ii th non-membe r s shou ld 
be allowed subjec t only to obtaining 
app roval for each advertisement from th 
Inst itute. 
, 
Advertising of taution and estate 
plann ing ~ihere members cO!!1pete with ~ 
.~ should be al l owed without 
restriction . 
Advertising of ta xation and estate 
plann ing where members compete with ~­
~ should be al10\"Ied subject only 
to obtaining approval for each adverti se 
mer:t froo the Institute. 
Active support should be given to 
membe rs competin~ against non-mer.the rs 
for M.A .S. and Taxation & Estate 
Pl ann ing by t he Institute. 
Active support should be given .to 
members CO!:lpe t i n9 againSt non-l'Iembers 
fOr H.A.S. and Taxation t. Estate 
Plann; ng by fe 11 0';1 rractiti oners. 
"EITHE~ 
AGREE 
STROifGLY NOR 015-
AGREE AGREE AGREE 
14.0 32.0 4 0 
9, I 27 .3 4,5 
6,9 I 16 . 7 9,7 
2,0 40,0 I 6,0 
4,5 9, I 1 9,1 
4,2 30,6 113,9 
14,0 34,0 4,0 
9,1 22.7 4,5 
6,9 20,8 6,9 
2,0 3B,O 6,0 
4,5 18,2 9,1 
4,2 25,0 11, 1 
20,0 62,0 I 6,0 
Ul ,2 36,4 13,6 
18,1 54,2 6,9 
12,0 48 ,0 16,0 
IS,2 31 ,S 18,2 
11,1 43,1 15,3 
- -_ . _ - ---_. _ --
015-
AGREE 
44.0 
36 4 
43,1 
38,0 
45,S 
31,9 
40,0 
40 9 
43,1 
40,0 
40,9 
37,S 
10.0 
27 3 
16,7 
20,0 
27,3 
23,6 
STRONGLY 
DIS-
AGREE 
6.0 
2<7 
23.6 
14,0 
31,R 
19.4 
B,O 
22 7 
22,2 
14,0 
27,3 I 
22,2 
2,0 
4 5 
4 2' 
4,0 
4,5 
6,9 
- --- -
ISSUE: Competiti on ' 
Category: Size l H S 
Accounting is essentially a hi~hly 
competitive profeSSion in South Africa 
Competi Uon should be fostered 
between members of the orofession 
Compe 'tition between members for avail-
able business is on the basis of the 
quality of· s~rvice offered, the 
competence and efficiency of the f i no. 
Competition based uJ'on the effectivenes 
of advertising will l essen the 
impor~ance of the quality of service 
rende red by the professional. 
Advertising .of audit services ~Ihere 
members compete wi th membe rs should be 
allowed without re striction 
Advertisin~ of audit services where 
members canpete with members should be 
allowed subject only to obtaining 
approval for each advertisement fro~ 
the Ins ti tute. 
s 
STRONGLY 
AGREE 
14,0 
18,2 
9,7 
8,0 
13,6 
2,8 
18,0 
18,2 
22,2 
2,0 
18,2 
9,7 
6,0 
0,0 
0,0 
4,0 
~,5 
4,2 
NEITHER 
AGREE 
NOR 015-
AGREE AGREE 
62,0 12,0 
59,1 9,1 
48,6 20,8 
-
40,0 2B,O 
31,S 9 1 
19,4_127,8 
60,0 12,0 
59,1 . 4,5 
56,9 5 ,6 
22,0 B 0 
22,7 9,1 
4S .6 18. 1 
20,0 B,O 
4,5 0,0 
4,2 6,9 
30,0 2,0 
22,7 0,0 
16.7 6,9 
Ot!:-
AGREE 
10,0 
13,6 
19,4 
22,0 
31 B 
375 
10,0 
1S.2 
12,5 
56 0 
SO 0 
1~,4 . 
46,0 
36 ,4 
31,9 
42,0 
31,8 
31,9 
STRONGLY 
DIS -
AGREE 
2,0 
0,0 
1,4 
2,0 
13,6 
12 5 
0 ,0 
0,0 
2 , B 
12 a 
00 
I 4,2 
20,0 
59 ,1 
56,9 _ _ 
22,0 
40 ,9 
40,3 
N 
0"> 
0"> 
;SSUE: CoopetHion 
Category: Size l ~1 S 
Act i ve support by fellow practitioners 
shoul d be allowed where ~ compete 
with ~ for the same H. A.S. or 
Ta~ation to Estate Plannin'1 assi~nnent. 
Advertisin~ would cause polarization 
in the profession . 
STRONGLY 
AGREE 
0,0 
18 ,1 
0,0 
1,0 
18 .2 
9,7 
-- - ------
I NEI THER AGREE 
NOR 015- 015-
AGREE I AGRfE AGREE 
32 ,0 26 ,0 311.0 
13.6 27,3 110 ,9 
25,0 23,6 38,9 
110,0 26,0 32,0 
31,8 22,7 27 ,3 
48,6 26,4 15,3 
--- ---- ----
STRONGl Y 
DIS-
AGREE 
8,0 
0,0 
12,5 
--
0,0 
0 ,0 
0,0 
~: Coopetition 
Category: Age A 8 C 
Advertising of ~.A.S. services where 
members compete with non-nembe rs should 
be all Ot/ed without restriction. 
Advertislnq of M.A.S . services ~Jhere 
members compete ~lith non-members should 
be allowed subject only to obtaining 
approval for each advertisement from th 
Institute. 
Advertising of taxation and estate 
planni ,ng where members COl:1pete with ~ 
members should be allowed \'/ithout 
restriction. 
Advertising of taxation and estate 
planning where members compete wi th !!.£!! 
members should be allOtlE!d subject only 
to obtaining apl'lroval for each advertis 
ment from the Institute. 
Active support should be given to 
members competin~ against non-me~ers 
for M.A .S. and Taxation & Estate 
Planning by the Institute . 
Active support should be given ,to 
members coopeting against rum.-rnembers 
for M.A.S, and Taxation t. Estate 
Planning by fell ow practitione rs. 
I NEITHER 
. AGREE 
STRbNGlY NOR DIS-
AGREE AGREE I AGREE 
13,5 27,0 16,1 
10 ,7 23,8 3,6 
0,0 I 17,4 4,3 
------ - - --- --
2,7 29',7 16,2 
3,6 31 ,0 9,5 
-
4,3 30.4 :4.3 
10,8 . 32,4 16,2 
11 9 13 8 1 1 
_ 1:1.,0_ . 11,7 
----
4,3 
2,7 29,7 16,2 
3,6 17,4 7,1 
4,3 30,4 4,3 
15 ,2 56,8 10,8 
16 7 571 6 0 
30,11 39,1 8,7 
16,2 J2,4 24,3 
9.,5 47,6 11,9 
17,4 43',5 17,4 
---_.-
015-
AGREE 
32.4 
42,9 
56,5 
---- --
35,1 
33,3 
47,8 
32,4 
42,9 
5~,2 
37,8 
36,9 
47,8 
10,8 
16 7 
21,7 
21.6 
15,0 
17 ,4 
STRONGU 
DIS-
AGREE 
10.8 
19,0 
21 , 7 
16,2 
22 ,6 
13,0 
8,1 
20 2 
21,7 
13 ,5 
15,0 
13,0 
5,4 
3 6 
0,0 
5,4 
6,0 
4,3 
N 
0"\ 
" 
ISSUE: Competition 
Category: Age ABC 
Accoun tin g is essentially a hiahly 
competitive profession in South Africa 
Competit ion should be fostered 
::-etween I'ler:lbe rs of the nrofession 
Competition between r.!embers for avail-
a~le business i s on the basis of the 
quality of service offered, the 
competence and efficiency of the fi~. 
Compe tition based uron the effectivenes 
of advertising will lessen the 
importance of the quality of service 
rendered by the professional. 
Adverti sing of audi t servi ces ~Ihere 
r..embers .:orr.pete with members should be 
allowe!! without restriction 
Advertisinq of audit services where 
members c,,"pete ~Iith members should be 
allowed subject only to obtaining 
approval for each advertisement frOI'l 
the Institute. 
i 
STRONGLY 
AGREE 
-
13,5 
11.9 
__ ~3 ,0 
5,4 
4 ,8 
13 ,0 
24,6 
21,4 
B,7 
5,4 
8,3 
13 ,0 
2,7 
2,4 
0,0 
2,7 
3,6 
8,7 
----
NEITllER 
AGREE 
NOR OIS- OIS-
AGREE AGREE AGREE 
45,9 21.6 16.2 
58 ,3 14,3 14.3 
56,5 13,0 J 17,4 
37,8 32,4 18,9 
25,0 25,0 33,3 
26,1 I 13,0 43,5 
43,2 10,B 21,6 
61,9 6,0 B,3 
69,6 B,7 13,0 
24,3 10,8 51,4 
40,S 13,1 31,0 
34,8 17,4 34 ,8 
5,4 16,2 40,S 
14,3 3 ,6 34,S 
0,0 00 435 
35,1 10,8 24,3 
16,7 2,4 40,S 
21,7 0 ,0 34,8 
STRONGl Y 
DIS-
AGREE 
2,7 
1,2 
0,0 
5,4 
-
11,9 
4,3 
0 ,0 
2,4 
0,0 I 
-
' , 1 
7,1 
I 0 10 
15 ,1 
45,2 
56 5' 
27,0 
36,9 
34,8 I 
~: Coopetition 
Cate90ry: Age ABC 
AcHve support by fellow practitioners 
should be allowed where ~ compete 
with members for the same M.A,S . or 
Taxation to Estllte Planninq assi~nMent, 
AdvertiSing would cause pol ariZation 
in the profess ion, 
STRONGLY 
AGREE 
2 ,7 
3,6 
0,0 
0,0 
10,7 
13.P 
NEITlfER 
AGREE 
NOR DIS- 015-
AGREE AGREE AGREE 
24,3 35,1 27 0 
23,8 21,4 41,7 
34,8 21,7 39,1 
24,3 48,6 I -27,0 
SO 0 20 2 19 0 
47,8 817 30.4 
5TRONGl Y
1 
DIS-
AGREE 
108 
9,5 
4,3 J 
0 ,0 
00 
010 
N 
0> 
CO 
ISSUE: C~retition I NEITHER 
AGREE STRONGLY 
STRONGLY NOR DIS- 01 5- DIS-
Category: Expe ri ence 0 E F AGREE AGREE AGREE AGREE AGREE 
-
I 
Advertisin9 of tLA.S. services where 14 7 27 2 17 I 35 3 
, • ,0 , 5,9 I 
rnenbers compete with non-nembers should ~e allmred without restriction . 11,8 27.9 4,4 I 382 176 I 
;.cvertis inq of ~I.A . S . services ~Ih ere 
I"(>.-lbers conpete ~Ii th non-members should 
be allowed subject on ly to obtaining 
approval (or each advertisement from the 
Institu te. 
2.4 12 ,2 
0 ,0 23 ,5 
4,4 . 30 ,9 
4,9 36.6 
- --
I I 
'56,1268 2,4 
14,(1 41.9 20.6 
13 ,2 33,g 17,6 
I 2,4 34 .1 22,0 
--- ---- --
Advertis ing of taxation and estate 11,8 33,1 17 ,1) 32,4 5.9 
planning where ~embers compete with non- I 
- 11,8 30 9 1 5 39 7 16 2 ~ should be all owed without •• ••
restriction . 
.tdvertising of taxat ion and estate 
planning .... here members comrete wi th ~ 
membe rs should be allO'</ed subject only 
to obtaining apprDval for each advertis 
ment frOt:1 the Inst itute . 
Active suppo rt sh ou l~ be given t~ 
l7.('mbers c.ornpp.tinf! against non-mer.lbers 
for ~I.A.S. and Taxation & Estate 
Planning by the Institute. 
Active support should be given ,to 
members conpeting agai ns t non -l'Iembers 
for M. A. S. ind Taxatio n t. Estate 
Planning by fellow pr.actitioners . 
-
, 
4,9 9,8 2 .4 1 53.7 129.3 
0 ,0 23.5 14 ,0 44 8 17 6 
4,4 29 ,4 10 ,3 J6 ,8 19 I 
4,9 31,7 2,4 36,6 , 24,4 
14 .7 59,5 5,9 14,0 5 ,9 
14,7 60 .3 7,' 14,7 2,9 
2~~29 ,_~ __ ...!!8 19,5 2,4 . 
14.7 38,9 17,0 23 ,5 5 ,9 
C,R 44, I 17 ,6 25,0 , , 
17, 1 43 ,9 12.2 19,5 7,3 
ISSUE: Competition 
Category: Expe rience 0 E F 
Accoun tin g is essentia ll y a hi~hly 
compe t i tive professi on i n Sou th Africa 
Competition should be fostered 
between membe rs of the profession 
Competition between r.lembers for avail-
able business is on the basis of the 
quality of s~rvice offered. the 
competence and efficiency of the fi~. 
Compe titi on based uron the effect;venes 
of advertising .... ill l essen the 
imflor~ance of the quality of service 
rende red by the professional. 
Advertising of au"dif serv~ces where 
members compe te with membe rs should be 
allowed without re~tricti on 
Adve rtisin9 of aud it services where 
members compete wi th membe rs should be 
allowed subject only to ob tain ing 
approval f or each advertisement frOM 
the Institute. 
s 
STRONGLY 
AGREE 
14,7 
7, ' 
19,5 
5,9 
2,9 
12,2 
26,5 
20.6 
14,6 
5,9 
2,9 
19,5 
2 ,9 
2,9 
0 ,0 
2,9 
2,9 
7, 3 
NEITHER 
AGREE STRONGl Y 
NOR 015- 01 5- DIS-
AGREE AGREE AGREE AGREE 
44,8 170 17,6 5,9 
63.2 17 ,8 11,R 0 ,0 
48,8 12,2 19,5 0,0 
44,1 27,2 20 ,0 2,9 
29,4 25 0 29 4 13 2 
14,6 J 22 ,0 43 19 713 
44.8 8,8 20,0 0,0 
60.3 7,4 10.3 1.5 
65,9 7,3 I 9,8 I 2. 4 
20, 12,5 50,0 1l,8 
41.2 11.8 '38,2 5 ,9 
, 
39,0 14,6 
, 
24.4_ ---.! -.1L-
8,8 . 17 ,0 44,8 26 ,5 
-
14,7 4,4 33.8 44,1 
2, ' 0,0 36 ,6 _ ~.O __ 
27,2 11,0 32 4 26 5 
23,S 2.9 36R 33 8 
14,6 0,0 36 ,'- _ ~,_5 __ 
N 
'" ~
~: COMpetition 
Category: Exper i ence 0 E F 
Ac ti ve sup port by fellow practitioners 
should be allowed where members compete 
wi th members for the same M. A.S. or 
Taxati on r. Estate Pl .annin'l assi!lnnent. 
A::vet·tisinn would cause polarization 
i n th e profession. 
STRONGLY 
AGREE 
0,0 
2 , ' 
4,' 
0,0 
10 ,3 
12,2 
NEITHER 
AGREE 
NOR OIS-
AGREE AGREE 
27,2 22,8 
)9,1 26,5 
34,1 24,4 
29,0 41,0 
45,6 25,0 
51,2 14 ,6 
STRONGLYI 015- DIS-
AGREE AGREE 
--_. 
41,2 8,8 
41 2 10 3 
29,3 7, 3 I 
30,1 0,0 
19,1 0,0 
22 ,0 0,0 
.!?~: Coopetition 
Category; languag~ 
Advertising of ~.A.S. services where 
members compete with non-nembers should 
be allO\"led without restriction. 
Advertising of H.A,S. services where 
members compete tlith non-members should 
be allowed subject only to obtaining 
approval for each advertisement from th 
Institute . 
, 
Advertising of taxation and estate 
planning where members compete with ~ 
~ shoul.d be allowed without 
restriction . 
Advertising of taxation and estate 
planning where members compete with ~ 
members should be allO\'led subject only 
to obtaining approval for ea"ch adverHse 
ment from the Institute. 
Active support should be given to 
members compet; n~ aga1 ns t non-meMbers 
for H.A.S. and Taxation & Estate 
Planning by the Institute. 
Active support should be given .to 
members competing againSt non-members 
for H.A.S. and Taxation tEstate 
Planning by fellow practitioners. 
I STRONGLY 
AGREE AGREE 
I,' 15,4 
14,4 V,r. 
0,0 50,0 
7,7 28,8 
1,1 31.1 
0,0 50,0 
1,9 17 ,3 
14,4 30,0 
0,0 50,0 
7,7 26 ,9 
1,1 28,9 
0,0 
L-_. 
50,0 
19,2 48,1 
10,9 57,8 
0,0 50,0 
15,4 30,5 
11 ,I 45,6 
0 ,0 50,0 
NEITHER 
AGREE 
NOR OIS- 015-
AGREE AGREE 
9,6 4P.,l 
4,4 40,0 
50,0 I 0,0 
9,6 34,6. 
11 ,I 36.7 
i 0,0 50,0 
9,6 44,2 
2,2 41-,1 
50,0 ' 0,0 
. 9,6 36.5 
8,9 40,0 
0,0 50,0 
13,5 19,2 
3,3 14 .4 
50,0 0,0 
25,0 21,2 
10,0 24,4 
50,0 0,0 
STRONGLY 
DIS-
AGREE 
25,0 
13 ,3 
0,0 
19,2 
20,0 
0,0 
26,9 
12,2 
0,0 
19,2 
21,1 
0,0 
0,0 
5,6 
0,0 
0,0 
R,9 
0,0 
~-
N 
" o
ISSUE: Competition 
Category: language A E 0 
Accounting is essentidlly a hiohly 
competith'e profession in South Africa 
Compe tit ion should be fostered 
between Mer.tbers of the nrofession 
Competition between t'embers for avail-
able business is on the basis of the 
quality of service offered, the 
STRONGLY 
AGREE 
13,5 
12.2 
0,0 
3,8 
',8 
0 ,0 
17,3 
20,0 
AGREE 
50,0 
57,8 
50,0 
28,8 
28,9 
0,0 
55,8 
61,1 
NEITHER 
AGREE STRONGll 
NOR 015- 015- OIS-
AGREE AGREE AGREE 
21.2 13 5 I 9 
12,2 16,7 1,1 
50,0 0·,0 0,0 
30,8 28,8 7,7 
20,0 33,3 10,0 
1100 0 00 0.0 
11,5 13,5 1,9 
5,6 12,2 1,1 
competence and efficiency of the firD. 1100,0 0,0 0,0 I 0 Q Q 0 
Competition based uron the effectivenes 
of advertisin9 will lessen "the 
i r.lflortance of the qua lity of service 
rendere d by the profeSSional. 
Adve rt iSing of audit sp rvic'!s \>mere 
m~rnl:>ers compete with members should be 
allowed withou t restriction 
Advertisinq of audit services where 
rrembers ccmpete ~J;th members should be 
allowed subject only to obtaining 
approval for each advertisement fro" 
the Ins titute. 
s 5,8 
10,0 
0,0 
0,0 
3 ,3 
0,0 
7 ,7 
2,2 
0 ,0 
36,S 
34 ,4 
50,0 
7,7 
10,0 
50,0 
23,1 
21,1 
50 0 
15,4 36,5 5 8 
12,2 36,7 6,7 
0,0 50,0 I 0,0 
7,7 28,8 55,8 
5,6 43,3 37,3 
0 ,0 0,0 50,0 . 
9,6 26,9 32,7 
I I '0 0 35 6 
o 0 50 0 00 
~: Cor.tpetition 
Category: language A E 0 
Active support by fellow practitioners 
should be allowed where members compete 
with members for the same M.A.S, or 
Taxation & Estate Phnnin., assi9nMent. 
Advertising would cause polarization 
" in the profession. 
STRONGL 
AGREE 
L-. 
1,9 
3,3 
0,0 
9,6 
7,8 
0,0 
AGREE 
, 
25,0 
26,7 
0,0 
46,2 
41,1 
50,0 
NEITHER 
AGREE 
NOR DIS 015-
AGREE AGREE 
42,3 26,9 
13,3 44,4 
100,0 010 
25,0 19,2 
25,6 25,6 
5°10 0,0 
STRONGll 
DIS-
AGREE 
3,8 
12,2 
0 ,0 
0 ,0 
0,0 
O,Q 
N 
" ...... 
lSS UE: 
Category: 
1ma~e of Profession 
GEnera 1 
TOTAL STRONGLY AGREE AGREE 
NEITHER 
AGREE STRONGLY 
NOR O1S- OIS- DIS-
AGREE AGREE AGi:t.EE 
Uncontrolled advertisinn can in itself 375 J 
. , • 45.1 6.2 11,1 0,0 be demeanln!!l to the professlon as a 
whole and thus reduce the status and 
respect of the pt'ofession and its 
members in the eyes of the public. 
Advertisi ng will imorove the image 
of the accountlnn profession. 
Adv'ertis1ng will tarnish the image 
of the accounting profession. 
3,5 31,9 r 21.5 .- 33,3 9,7 
9,7 30,6 118,-1- r ~8,2 3,5 ·1 N 
-..J 
N 
:SSUE: imaqe of Profession 
Gene ral 
Category: Size l 11 S 
L'ncont rolled advertisinn can in itself 
b~ demeanin<;l to the profession as a 
w~ole and thus reduce the status and 
respect of the profession and its 
~embers in the eyes of the pub Ii c . 
;'dvertisi ng will imorove the image 
of the accountinn profession. 
Advertising will tarnish the image 
of the ac coun ting profession. 
Category: Experience 0 E F 
Uncontrolled advert;sinn can in itsel f 
be demeaning to the profession as a 
whole and thus reduce the status and 
respect of the profession and its 
r::ember s ; n the eyes of the pub 1 i c. 
Advertising will imorove the image 
of the accountinn profession. 
Mver.tising ~,;ll ta rnis h the image 
of the accounting orofession. 
I NUTHER 
I AGREE STRONGLY NOR OIS-
AGREE AGREE I AGREE 
16,0 56,0 _,0 
45,S 45,S 
_ 5 
50,0 I 37,5 8,3 
6,0 50,0 18,0 
0,0 22,7 18,2 
2,8 22,2 125,0 
2,0 18,0 10,0 
13,6 40,9 . 13,6 
13,9 36 ,1 25 ,0 
29 ,4 41,2 11.8 
33 ,8 50,0 7 4 
51,2 , 41,5 O .~ 
5,9 33,1 30 ,2 
_,4 35,3 20.6 
0 ,0 24,4 9,. 
2,9 20,0 32,4 
7,_ 27.9 16.2 
I9,S 43,9 I 9,. 
STRONGLY 
OIS- DIS-
AGREE AGREE 
24,0 0,0 
_ 5 
I 0 .0 
4,2 0.0 
24 ;0 2,0 
40,9 18,2 
37 ,S 12,5 
62,0 8,0 
27,3 4,5 
25,0 0,0 
18.3 0,0 
• R n n 
_! .3_ ~~_ 
14,D 8,8 
33.9 5.,9 . 
48.8 17.1 
38 .9 5,9 
45,6 2,9 
24,4 2,4 
ISSUE: Ima ge of Profession 
Ge neral 
Ca tegl'Jry : Age A 6 C 
Uncontrolled advertisinn can in itself 
be demeaning to the profession as a 
whole and thus reduce the status and 
respect of the professi on and its 
members i n the eyes of the pub 1 i c . 
Advertising will im!)rove the image 
of the accountinq profes sion . 
Advertising ~1f11 tarnish the image 
of the accounting profession. 
Category: language A E 0 
Uncontrolled advertisinq can in itself 
be demeaning to the profession as a 
whole and thus reduce the status and 
respect of the profession and its 
members in the eyes of the public. 
Advertising will 1m!lrove the image 
of the account;nq profession . 
Advertising ~Iill tarnish the image 
of the accounting profession. 
STRONGLY 
AGREE 
24,3 
41,7 
43,S 
5,_ 
3,6 
0 ,0 
0,0 
11,9 
17,4 
38,S 
37,8 
0,0 
1,9 
4,4 
0,0 
1,9 
14,4 
0,0 
I NEITHER AGREE 
NOR 01S- OIS-
AGREE I AGREE AGREE 
51,4 13 ,5 10,6 
40,S 4,8 13,1 
52,2 0,0 _,3 
37,6 35,1 Hi,2 
33,3 IS ,5 38,1 
17,4 21,7 43,5 
16,2 29,7 48,6 
34,S 14,3 35,7 
39 ,1 13,0 30,_ 
46,2 9,6 5,8 
43,3 
-,- 14 , 4 
100,0 0,0 0,0 
23,1 23,1 50,0 
35 ,6 21, I 24,4 
100.0 I 0,0 0,0 
44,2 15,4 "',5 
23,3 20,0 37 ,6 
0,0 0,0 100,0 
STRONGl Y 
DIS-
AG~EE 
0,0 
0 ,0 
0,0 
5,4 
9,5 
17 ,4 
5,_ 
3,6 
0,0 
-
0,0 
0,0 
0,0 
1,9 
14,4 
0,0 
1,9 
4,' 
0,0 
N 
...... 
w 
ISSUE: Image of profession. 
-- Professionalism 
Category: TifTA L 
Pte traditional view, that a 
professional man or woman places 
service to his/her clients above 
profit r.1aking. still holds. 
The profession should be cone more 
conmerci al ised. 
The profession should strive to 
become more prOfessional . 
Advertising can be used tastefully 
by the accounting profession. 
There wi 11 a lways be a few fi nns who 
will use advertising in a distasteful 
r:1i!nner. 
Advertising and rrofessionalism are 
not compatible. 
NEITHER i 
AGRE( STRONGL YI 
STRONGLY NOR OIS- OIS- DIS-
AGP.EE AGREE AGREE AGRE.E AGREE 
1 
~J 34,7 '18,7 '33,3 5,6 1 
3,5 '20,8 II~U'4j,9T~~J 
111,1. ) 61,1 F6~ 11,8 0,0·' 
, 14,6 H rso:o. \17.4-114-,6 3,5 
[ 11 ,1 1 63,9 1 18,7 5,6 0,7 
L ;;-,; -) 29,~ '16,0 1 38,2 4,9 
N 
" ~ 
ISSUE: Tr.lage of pro fession. 
Profess iona Ii sm 
Category: Size L !1 5 
The traditional vie~I, that a 
rrofess i onal man or W(J11an places 
serv i ce to his/he r c lients above 
pI'o fit making, still holds. 
The profession should becOr.le more 
cOlTlllercial ; sed. 
The pro fession shou·ld strive to 
become mo re professi onal. 
Advertising Gan be used tastefully 
by the accounting profession. 
There wi 11 a h/ays be a few fi rms who 
wil l use advertising in a ~istasteful 
manner. 
Advertis ing and professiona lism are 
not compatible. 
I 
I 
I 
STRONGLY 
AGREE AGREE 
B,O 34 .0 
13,6 27 ,3 
5,6 37,S 
B,O 38,0 
• ,5 13,6 
0,0 11,1 
B,O 64,0 
18 ,2 63,6 
11,1 58.3 
22,0 60.0 
9,1 45,S 
11,1 44,4 
B,O 62,0 
13,2 5-1,5 
11,1 68,1 
',0 22.0 
13,6 40,9 
16 ,7 30 ,6 
NEITHER 
AGREE STRONGl Vi 
NOR D15- 015- DIS-
AGREE AGREE AGREE 
I 
12,0 40,0 6,0 
27 ,3 22 ,7 9,1 
20 ,8 31.9 ',2 
12,0 40,0 2,0 
18,2 50,0 13,6 
i 19,' 52 ,6 16,7 
16,0 12,0 0,0 
• ,5 13,6 0,0 
19,4 11,1 0,0 
12,0 6,0 0,0 
1B,2 22,7 ',5 
20,8 16,1 5,6 
24 ,0 6,0 0,0 
13,6 9 ,1 • ,5 
16,7 • , 2 0 ,0 
10,0 54,0 10 ,0 
13,6 27,3 • ,5 
20.8 30,6 1,< 
ISSUE: Image of profession. 
Professional ism 
Category: AQe ABC 
The traditional vie,,!, that a 
professit.mal man or wemiln places 
servic~ to his/her cl ients above 
profit making, still holds . 
The profession should become more 
corrmerchl ised. 
The profession should strive to 
become more pTofess;·onal. 
Advertisin9 can be used tastefully 
by the accounting proJession. 
The n:! w111 a lways be a few f1 rms who 
win use advertising in a distasteful 
manner. 
Adve rtising and professionalism are 
not compatible. 
I 
I 
l 
NEITHER 
AGREE STRONGLY 
STRONGLY NOR D1S- 015- DIS-
AGREE AGREE AGREE AGREE AGREE 
2,7 18,9 27,0 37,8 n,s I 
9,5 35,7 16 .7 34,S 3,6 I 
3,7 I 56.5 13.0 21,7 0,0 
5,< 35.1 21,6 32,4 5,< 
?.4 16,7 17,9 50,0 13.1 
<,3 13,0 I ',3 65,2 13,0 
10,8 'B,6 27,0 13,5 0,0 
10,7 65,S 13,1 10,7 0,0 
13,0 65,2 B,7 13,0 0,0 
18,9 56,B 21.6 2,7 0,0 
11,9 52,4 14,3 16.7 4,B 
17 .4 30.4 I 21.7 I 26,1 <,3 
5,' 73,0 16,2 5,' 0,0 
10 ,7 61,9 20 ,2 6,0 1,2 
21,7 I 56,5 17,' 4,3 0,0 
- -_ .. _-
0,0 10.8 18, q 56,8 13,5 
15,5 34 ,5 15,5 32,1 1,' 
17,4 39 ,1 13,0 30,' 0,0 
N 
" U'1 
ISSUE: I~age of ~rofession. 
Professionalisrr. 
Category; Experience 0 E F 
The traditiona l viel'l, t hat II 
professional man or woma n places 
service to his/her clients ahove 
profit making, still holds. 
~he profession should becone more 
co:rrne rc i a 1 h ed . 
The profession should strive to 
become more professional . 
Advertising can be used tas tefully 
by the accounting profession. 
There will always be a few finns who 
will use advertising in 11 distasteful 
r.lanner. 
Advertis ing and professionalism are 
no t compatible. 
STRONGLY 
AGREE AGREE 
l 2,9 21.3 
I 7,4 30,9 
I 12,2 I 51,2 
3 ,8 26,5 
1,5 22.1 
2,4 14 ,6 
11,8 53 ,6 
7,4 64,7 
17,1 61,0 
20,6 47,8 
ll, 8 63,2 
14 ,6 29. 3 
- - - --
5,9 64,7 
7,4 67 6 
22 .0 58,S 
0,0 20,0 
10 .3 27,9 
24 ,4 39 ,0 
NEllllER 
AGREE STRONr.l ~ 
NOR 015- 015- DIS-
AGREE AGREE AGREE 
26,0 35 ,3 14 .7 
19, I 39 .7 2,9 
12 ,2 I 22,0 2,4 
20 ,0 38.9 5,9 
19 1 47 1 _ 10,:L _ 
i 9,8 56,1 17 .1 
-
26,5 8,1 0,0 
16.2 11 ,8 0,0 
7 ,3 14,6 0,0 
23,5 8 . 1 0,0 
13 .2 8,8 2,9 
19.5 I 29 ,3 7 ,3 
, 
21,) 8, I 0,0 
17 6 5,9 
..L5. 
17 1 2 4 00 
17 .6 44.11 17 ,6 
16.2 45,6 00 
14,6 19,5 2,4 
ISSUE: Image of professi on. 
Profes·si ona 1 ism 
ea tegory: Language A E 0 
The traditional view, t hat a 
profes sional man or wanan pla ces 
servi ce to his/he r clients above 
profit making, still holds. 
The profession should beCor.'le more 
coomerc i alised. 
The professi on should strive to 
become more professional. 
Advertis ing ca n be used tastefully 
by the accounting profess ion. 
There will always be a few firms who 
will use adverti sing in a distas teful 
man ner. 
Advertising and professionalism are 
not compatib le . 
, NEITHER 
STRONGll 
AGREE . 
I NOR DIS 015-AGREE AGREE AGREE. AGR~E 
5,8 36,S 23,1 32,7 
8,9 33,3 15,6 34,4 
0,0 SO ,0 50,0 I 0,0 
0,0 9,6 17,3 61,S 
5,6 27.8 15,6 40,0 
0,0 0,0 I 50,0 50,0 
11,5 59,6 17,3 11,5 
11,1 62,,2 14;4 12,2 
0,0 50,0 . 50,0 0,0 
11,5 38.5 28 , 8 19,2 
16,7 55,6 11,1 12 2 
0,0 lOO---.!C! __ 0,0· 0,0 
3,6 61,S 21,2 11 ,5 
15 ,6 64, 4 17,8 2 2 
0 ,0 100,0 0,0 0 ,0 
15,4 34,6 15,4 34,6 
10 ,0 26 ,7 16,7 38 9 
0,0 0,0 0 ,0 100,0 
STRONGLY 
DIS-
AGREE 
1,9 
7,6 
0 ,0 
11,5 
11,1 
0,0 
0,0 
0,0 
0,0 
1,9 
4 4 
I 0,0 
1,9 
00 
0 ,0 
0 ,0 
7 8 
0,0 
N 
" Ol 
ISSUE: 
Ca tegory: 
Image of nrofession 
Traditional users 
TOTAL 
Traditional use rs do not need to 
become more aware of the availability 
of accounting services. 
Traditi onal users will become more 
aware of the availability of account-
ing services if adve rtiSing is allowed. 
The relationship between the 
professional accountant and his 
client is built up over time, 
This relationship would be altered 
i f unres tri c ted advertisin9 were 
allowed because clients would siaply 
90 for the bes t "deal" available 
from year to year. 
c:r
l I ST:~REE AGREE I 
NEITHER 
.-'.GREE 
NOR DIS -' 
AGREE 
DIS-
AGREE 
STRo~GLY 
DIS-
AGREE 
2,3 L 2i,2 8,3 I SO,, I-;,~J 
I 6,2 I 54,9 113 ,2 - ~,2-1 3,S-] 
I 20,1 -]75.0 1_ ~:O: [O:,u I 0,0 
8,3 -rn:g- [11.6 -[41~O I 6,9 
r~ 
....., 
....., 
J~ SUE : 
Category: 
Image of profession 
Traditional users 
SizelHS 
iraditional users do not need to 
become more aware of the availability 
o~ account ing services. 
Trad itional users will become mare 
a .... are of the availability of account-
ing services if adverti sing is allowed. 
The relationshi p betl'leen the 
professiona l accoun t an~ and hi s 
client is built up over time. 
Thi s relati onship woul d be altered 
if unrest:-icted advert isin!! were 
~ ll owed because clients would simply 
go for the be3t "oeal" available 
from yea r to year. 
r;;r: 
. _AG~EE _ AG~E[. 
2,0 10,0 
9,1 45,5 
1,4 I 37 ,5_ 
10 ,0 74 ,0 
4,5 31,S 
4, 2 48 ,6 
12,0 84 ,0 
27,3 72 ,7 
23 , 6 69 ,4 
4,0 20,0 
9,1 36 , 4 
11. 1 3B,9 
NEITHER 
AGREE STRONGLY 
NOR 015- OIS- OIS-
AGREE AGREE AGR EE 
2,0 6 8,0 1S,0 
4 ,5 40,9 0,0 
1~,U~~~_ J,6 
6,0 B,O 2,0 
22,7 31 ,S 9 ,1 
15,3 29 ,2 2 ,B 
4 ,0 0,0 0,0 
0,0 0 ,0 00 
5,6 1,4 0,0 
. ro,o 54,0 I 14,0 
IB ,2 31 ,8 I 4,5 . 
12,5 34 ,7 I 2,B 
--
ISSUE, 
Category : 
Image of profession 
Traditional users 
AgeABC 
Traditiona l use rs do not need to 
become more aware of the availability 
of accounti ng servi ces. 
Traditional users will become maN! 
aware of the availabflity of account-
ing serv ices if advertiSing is allowed. 
The re]at,ionship betvleen the 
professional ~ccountan~ and his 
client i s built up over t i me . 
This relati onship would be altered 
if unrestricted advertisinQ were 
allowed because clients would s imply 
go for the best "deal" avaiiable 
f rom ye~r to year . 
STRONGLY 
AGREE AGREE 
0,0 10,8 
3,6 35.7 
4,3 34,8 
13,5 70, 3 
3,6 51,2 
4,3 43,S 
16,2 70 ,3 
22,6 75,0 
17.4 62,6 
2,7 21,6 
10,7 28,6 
B,7 J 60 ,9 
NErmER 
AGREE 
NOR OIS- DIS-
AGREE AGREE 
13,5 56.8 
6,0 48,8 
B,7 47,8 
-
B,I 8, 1 
13,1 28,6 
21,7 21.7 
10.8 2,7 
2,4 0,0 
0,0 0 ,0 
"21,6 43,2 
10.7 44,0 
0,0 26 ,1 
STRONGl) 
DIS-
AGREE 
18,9 
6,0 
4,3 
0,0 
3 ,6 
B,7 
0,0 
0,0 
0,0 
10.8 
6,0 
4,3 
N 
" CD 
ISSUE: 
C ~tcgory: 
Image of profession 
Trad i tienal users 
Exper i ence 0 E F 
Traditi on al users do not need to 
:-'ccome roo re aware of the availability 
of ac count in g se r vices . 
Traditional users will become more 
aware of the availability of account-
ing services if advertising is alTowed. 
The relati onship beb/een the 
profes sional accountan~ and ~is 
client is bu i lt up over time. 
Thi s relationship would be altered 
i f unrestricted advertising were 
"llowed because clients would sir.lply 
go for the best "deal" available 
fr om year to year. 
STRONGLY 
AGREE AGREE 
0 ,0 14,0 
1 ,5 27,9 
7,3 r 43,9 
14,7 59,S 
2,9 66,2 
4,9 31,7 
20,6 68.3 
16,2 J9.4 
26,8 73,2 
5,9 11,1 
10,3 29,4 
7 ,3 53,7 
NEITHER 
AGREE STRONGLY 
NOR ors- DIS- DIS-
AGREE AGREE AGREE 
8,8 53 .6 23 ,5 
8,8 57,4 4,4 
I 7,3 I 36,6 4,9 
8.1 ~ 17 ,6 
° ° 
8,8 20,6 I 5 
i 24,4 29,3 9,8 
11,1 0,0 0,0 
2 ,9 1,5 0,0 
0,0 0,0 0,0 
23.5 44,8 14,7 
8 ,8 47,1 4,4 
7 ,3 26,8 4 ,9 
ISSUE: 
Category: 
Image of profession 
Traditional users 
Language A E 0 
Traditional users do not need to 
become more aware of the availability 
of accountin9 services. 
Traditional users will become 1II0re 
aware Of the availability of account· 
ing servfces if advertising is allowed. 
The relat.ionsh1p bebreen the 
.. professional accountan~ and his 
client is built up over time. 
This relationship would be altered 
if unrestricte.d advertising were 
allowed because clients would sir.lply 
go for the best "deal" available 
(rom year to year. 
J NEITHER AGREE I STROHGl NOR DIS 
AGREE AG~EE_ _A!iREE_ 
1,9 32,7 11,5 
3,3 27,8 6,7 
-~,~. _0,0 0,0 
1,9 48,1 17 ,3 
8,9 57,8 11,1 
_~lOOO I 
° ° 
19,2 73,1 7,7 
21,1 75,6 2,2 
0,0 100,0 0,0 
7,7 42 3 \3 5 
8,9 26.7 11,1 
0,0 0,0 0,0 
015-
AGREE 
48.1 
51,1 
. 100,0 
.28,8 
18,9 
n n 
0,0 
1,1 
0,0 
32.7 
44.4 
100,0 I 
STRONGLY 
A!iREE 015- I 
5,8 
11,1 
0,0 
3,8 
3,3 
° ° 
° ° 
0,0 
0,0 
3,8 
8 ,9 
0,0 
N 
" IV 
~~: 
Category: 
Joaae of profession 
Publ ic awareness 
TOTAL 
The public's view of the profession 
is vitally imoortant. 
The public understands that the 
auditor's opinion is an independent 
op inion. 
NEITHER 
AGREE STRONGL'Y 
STRONGLY NOR OIS- 01S- DIS-
AGREE AGREE AGREE AGREE AGREE 
54,9 41,0 I 3,5 r 0,7 0,0 
13,9 1 54,6 1 11,1 u -;--;,3-1 ~J 
The general public need to be aware of r 16,7 59,7 12,5 ~I-----;,-,--
what accounting services are available 
to them. 
The general public will become more 
aware of what accounting services are 
available to them. 
The ger.eral public represents an 
untanped market. 
If the general public represents a 
market it is the orofession's job to 
service that market. 
1'2,5 1 72,9 1,0,4 3,5 0,7 
G,3 155,6 122,9 I II,a 1,4 
I 9,7 1 76 ,4 110 ,4 2,a r 0,7 
I'J 
CO 
o 
~: 
Category: 
I~~ae of profession 
Public awareness 
Size l~l S 
ihe public's view of the profession 
i s vitally imoortant. 
The pub lic unde rstands th at the 
auditor's op inion is an independent 
op i nion. 
The gen~al public need to be aware of 
wh at accounting services are available 
to them. 
The genera l public ~li ll become !!lore 
aware of what accounting services are 
avai l able to them if advertisin~ is 
allowed . 
The general public represents an 
untapped market . 
If the general publi c represents a 
market it is the orofession's job to 
serv i ce that market. 
STRONGLY 
AGREE 
I 62 ,0 
54,S 
50 ,0 
4,0 
18 , 2 
19,4 
24,0 
4,5 
15,3 
20,0 
9,1 
8,3 
-- -
12,0 
4,5 
6,9 
14,0 
13.6 
5 ,6 
NE ITHER 
AGflEE 
NOR 015-
AGREE AGREE 
----- -
36,0 I 2,0 I 
40,9 I 0 ,0 
44,4 I 5,6 
66,0 14,0 . 
68,2 4, 5 
61,1 11,1 
56,0 8,0 
45,5 2/,3 
66,.? 11,1 
72,0 4,0 
72,7 13,6 
73,6 ! 3 .9 
58,0 20,0 
54,S 22.7 
54.2 25,0 
73,0 C,O 
72,7 9,1 
75, 4 12,5 
- -
STRONGLY 
015- DIS-
AGREE AGREE 
0,0 0,0 
4,5 0,0 
0 ,0 0,0 
10,0 4,0 
4,5 4 , 5 
8 ,3 
--"'-"-
10,0 2,0 
13,6 9,1 
6,9 0,0 
4 ,0 0,0 
0,0 4,5 
4,2 I 0 ,0 
8,0 2,0 
13.5 4,5 . 
13,9 0,0 
0 ,0 0,0 
0,0 4,5 
5,6 0,0 
ISSUE, 
Ca tegory : 
Ima~e of profession 
Publ ic awareness 
A~eA8C 
The publ i c's view of the profession 
is vitally important. 
The public understands that the 
auditor's opinion is an independent 
op inion . 
The general public need to be aware of 
what accounting services are available 
to them. 
The general public ~1i11 be come !!lOre 
aware of what accounting services are 
availab le to them .if advertising is 
allowed. 
The general public represents an 
untapped market. 
If the general public represents a 
market it is the profession's job to 
servi ce that market. 
STRONGLY 
AGREE 
I 
51,4 
54,8 
60,9 
13,5 
16,7 
4,3 
21,6 
16,7 
8,7 
18,9 
10,7 
8,7 
-
10,8 
8,3 
4,3 
13 .5 
8,3 
S,7 
NEITHER! 
AGnEE I STRONGLY NOR 015- O!S- DIS · 
MREE AGREE AGREE AGREE 
35,1 13,5 0,0 0,0 
44,0 . 0,0 1,2 00 
39,1 O,~ ~ . -j)~-
51,4 124 ,3 B,1 2,7 
67,9 1 3,6 9,5 2,4 
73,9 j 17 ,4 4,3 00 
62.2 10,8 2,7 2,7 
57,1 13,1 10,7 2,4 
65,2 13,0 13,0 ~P. 
70,3 8,1 2,7 0,0 
73,8 11,9 2 4 1 2 
73,9 8,7 8 7 ! 00 
62,2 18,9 5,4 2,7 
52,4 25,0 13 ,I 1,2 
56,6 21,7 17.4 0,0 
73,0 10,8 2,7 0,0 
78,6 10,7 1,2 1,2 
73,9 8,7 8,7 0 ,0 
I 
j 
I 
N 
(» 
0-> 
ISSUE: 
Category: 
I~age of profession 
Public awareness 
Experience 0 E F 
The public's view of the profession 
i£ vitally important. 
The public understands that the 
auditor's opinion is an independent 
opinion. 
The general publ ic need to be a~lare of 
what accounting services are available 
to them. 
The general public \1ill become I!IOre 
a'",are or what accounting services are 
available to them if advertising is 
allowed. 
The general public represents an 
untapped market. 
If the general pub lic represents a 
market it is the orofession's job to 
service that market. 
STRONGLY
1 
AGREE 
59,S 
48,S 
61,0 
14 ,7 
14,7 
12,2 
23,S 
17,6 
9,8 
20,6 
10,3 
9,8 
11 ,8 
10,3 
2,4 
8,8 
10,3 
9,8 
AGREE 
29,4 
48,S 
39,0 
50,7 
70,6 
65,9 
59,5 
61,e 
56,1 
68,3 
77 ,g 
68,3 
56,6 
55,9 
53,7 
80,1 
75,0 
75,6 
NEITHER 
1 
AGREE 5TRONGl YI NOR 015- 015- 015-
AGREE AGREE AGREE 
11,1 0,0 0,0 
1,5 I 5 00 
0,0 _~,O 
-
y_,L 
23,5 8,1 2,9 
2,9 10,3 1,5 
I 14,6 4,9 _2~ 
11.1 2,9 2,9 
10,3 8,8 1,5 
17,1 14,6 2,4 
-----
8,1 2,9 0,0 
7,4 2,9 1,5 
17 ,I 4,9 I 0,0 
?J,5 5 ,I 2,9 
23,5 10,3 0,0 
22,0 19,5 2,4 
8,1 2,9 0,0 
13,2 1,5 0,0 
7,3 4 ,9 2,4 
~I: 
CateQory: 
Image of profession 
Publ ic awareness 
Language A .E a 
The public's view or the profession 
is vitally important. 
The public understands that the 
auditor's opinion is an independent 
opinion. 
The general public need to be aware of 
what accoun t ing services are available 
to them. 
The general public ~ill become more 
aware of what accounting services are 
~vailable to them if advertising is 
allowed. 
The general public represents an 
untapped market. 
If the general public represents a 
market it is the profession's job to 
service that market. 
STRONGLY 
AGREE 
I 50,0 
I 57,8 
I 50,0 
11,5 
15 .. 6 
0,0 
7,7 
21,1 
50,0 
5,8 
15,6 
50,0 
7,7 
7,8 
50,0 
3,8 
13,3 
0,0 
AGREE 
42,3 
40,0 
50,0 
71,2 
60,() 
100,0 
61,S 
58,9 
50,0 
69,2 
75,6 
50,0 
55.8 
55,6 
50,0 
75,0 
76,7 
100,0 
NnTHER 
AGREE 
NOR 015- 015-
AGREE AGREE 
7,7 0,0 
1,1 I , I 
0,0 0,0 
13.5 1,9 
10,0 12,2 
0,0 0,0 
19,2 9,6 
8,9 8,9 
0,0 0,0 
21,2 1,9 
-,-
4,_ 
0,0 0,0 
25,0 II,S 
22 2 12 2 
0,0 O,_Q 
17 ,3 3,8 
6,7 2,2 
0,0 0,0 
STRONGLY 
DIS-
AGREE 
~- -
__ I 
0,0 
0,0 
0,0 
1,9 I 
2,2 i 
0,0 J 
1,9 
2,2 
0,0 
1,9 
0,0 
0,0 
00 
2 2 
J1..L _ 
0,0 
1,1 
0,0 
N 
00 
N 
ISSUE, 
Ca tegory: 
imaQe of profession 
Abuse of advertising 
TOTAL 
I 
STRONGLYI AGREE AGREE 
NEITHER 
AGREE STRflNGll 
HOR OIS- DIS- DIS-
AGREE AGREE AGREE 
Advertising t/ill create unrealistic 6,2 34.7 18,7 34 , 7 -5,6J 
user expectdtions which wil l lead to a 
tarnishing of the orofession's il'lage. 
Advertising would encourage wide-
spread deception by professional 
accountants seeking business. 
6,2 I 20,8 I 22,2 ~,~T~,;l 
N 
CO 
w 
ISSUE: 
Ca tegory: 
Irn aQe of profession 
Abuse of advertising 
Size ll-lS 
Adver t 'isino:; \·,;11 create unrealis tic 
us er e xpectations wh i ch will l ead to a 
t.lrnishin~ of the orofession's iMage. 
Advertisi ng would e!lcourage wide ~ 
spread deception by professional 
accountan t s seeking business. 
Category: Experience 0 E F 
AdvertiSing will create unrealistic 
user expectations Which will lead to a 
tarnishin!) of the profession's image. 
Advertising would encou rage wide-
spread deception by professional 
accountants seeking business. 
STRONGLY 
AGREE AGREE 
0.0 28.0 
9.1 31,8 
9.7 010,3 
2.0 16,0 
9.1 31,8 
8.3 20,8 
0.0 29,01 
5 .9 33, 8 
12.2 011.5 
0.0 14,0 
5.9 20,6 
12.2 26.B 
NE ITH ER 
AGREE STRONGl Y 
NOR DIS- DIS- DIS -
AGREE AGREE AGREE 
12 ,0 50 .0 10 ,0 
22,7 31,8 < .5 
22,2 25,0 2.8 
12,0 60,0 10,0 
22,7 31.8 <.5 
I 31 .9 34,7 01 ,? 
23,0 36,0 11,8 
17 .6 39.7 2 .9 
17 ,I 24,01 <.9 
21 ,3 50,0 14,7 
20,6 48,5 <.< 
I 29.3 29,3 2.4 
ISSUE: 
Category: 
Image of profession 
Abuse of advertising 
Age A I! C 
AdvertiSing ~dll crea te unrealistic 
user expecta tions wh ich will lead to a 
tarnishinl] of the professi on 's image. 
Adver.tislng would encourage wide-
spread deception by profe ssional 
accountan ts seeking business. 
Category: language A E 0 
Advertising will create unrealistic 
user expecta tions which will lead to a 
tarnishing of the profess ion's ima ge . 
Advertising wou ld encourage wide-
spread deception by profeSSional 
ac'countants seeking business. 
NEI11lER 
AGREE 
STRONG LY NOR DIS- DIS-
AGREE AGREE AGRE E AGREE 
0.0 24.3 24,3 013,2 
10 .7 38.1 15,5 31,0 
0.0 39, 1 21,7 34 ,8 
- ---- --
0.0 21.6 16,2 5i .4 
7.1 20 ,2 26 2 41 7 
13,0 21 , 7 I 26 .1 ~ 4_~6_ 
5.8 40,4 21,2 26.9 
6.7 32,2 17,8 37 ,8 
0.0 0.0 0.0 100,0 
-
3.8 :10,8 28,R I 34 6 
; 
7.8 15,6 21 1 ! 016 7 
B.O 0,_0 __ O,O~ 1100.0 
STRONGLY 
DIS-
AGREE 
-
8.1 
4.8 
4 .3 
10,8 
< • 
<.'-
5.8 
5.6 
0.0 
1 9 
8 9 
0 ,0 
N 
(Xl 
-Po 
ISS UE: larye finn vs sMall firM NEJlHER 
AGREE STRONGl Y 
STRONGLY NOR OIS- DIS- DIS -
Categllry: TOTAl AGREE AGREE .~GREE AGREE AGREE 
Small firms (i.e. te n partners or less) 1,4 9 ,7 29,2 52,8 ~ 
would benefit more than large finns for 
advertising. 
large finr.s advertising would place 
small firms at a disadvantage. 
large fi rms advertising would force 
small firms to accentuate the 
"personal service as:>ect" of their 
practice. 
8,3 J 4? _,2 _118 ,7 I 25,7 0,0 
1-' :OYO,7 IIB ,I S,6 I o,~ N 
00 
on 
ISSUE: lar,!:!e firm vs Sfl1all firfl1 
Category: Size L fl S 
Small f in:lS (i .e. ten partners or less 
would benefit mo re than large f i rms for 
advertiSing. 
Lar,!:!e fin;.s advertisin g would place 
~::lall firms at a disadvantaqe . 
large firms advertis;n~ would force 
small firms to accent"uate the 
"personal service aSrJect" of their 
practice. 
Category: Experience 0 E F 
Small fil'1l1s (i .e. t en partners or less) 
would benefit more than large finns for 
advertising. 
La rge f ims ad\"ertisi ng would place 
small f irms at a dis advantage. 
large f irr.:s adve rti s in~ would force 
small f irms to accen t uate the 
"personal service as~ect" of thei r 
practice. 
-
STROIiGLY 
AGREE 
2,0 
, ,5 
0 ,0 
6,0 
, ,5 
11,1 
8,0 
4,5 
8,3 
2,9 
0,0 
2,4 
0 ,0 
10,3 
12.2 
11 ,8 
7,' 
4,9 
NEITHER 
AGREE 
HOR 01S-
AGREE AGREE 
2 ,0 340 
9,1 27 3 
15.3 26,4 
31\,0 22 ,0 
59,1 18.2 
50 ,0 16,7 
£8,0 118 ,0 
72,7 ! 18,2 . 
68,1 118,1 
14.0 38,9 
10,3 29 ,4 
4,9 19,5 
47,1 17 1 0 
45,6 19,1 
51.2 19 5 
67.6 2'2,b 
70.6 16 , 2 
68.3 17 .1 
STRONGL " 
015- DIS-
AGREE AGP~E 
_600 , 0 
50 .0 9.1 
48,6 9,7 
34,0 0,0 
18,2 0,0 
22,0 0,0 
6,0 0,0 
4,5 0,0 
5 ,6 0.9 _ 
41,2 2,9 
52 9 7 4 
63 4 9 8 
36,0 0,0 
25,0 0,0 
17 1 0,0 
0,0 '0 ,0 
5,9 0,0 
9 ,8 0 ,0 
ISSUE: Large firm vs small firm 
Category: Age ABC 
Small f irms ( i.e. ten pa rtners or less) 
would benefit more than large f i rms for 
advertising . 
Large finr.s advertising would place 
small firms at a disadvantage. 
~arge firms advertisin~ would force 
small firms to accentuate the 
"personal se r vice as:lect" of their 
practice. 
Category : Language A E 0 
Small firms (1.e. ten partners or less) 
would benefit more than large firms for 
adver:tising. 
Large finr.s advertising would place 
small firms at a disadvantage. 
" Large f irms advertisin~ would force 
small firms to accentuate the 
"personal serv";ce as!,ect" of tneir 
practice . 
NEITHER 
AGREE 
STROIiGL NOR 015-
AGREE AGREE AGREE 
0,0 21 ,6 43,2 
2,4 6,0 27 .4 
0,0 4,3 13 0 
2,7 43,2 24,3 
10,7 46.4 19,O 
~,7 56,5 8,7 
10,8 64,9 24,3 
6,0 73,8 14,3 
8,7 56,5 21,7 
1,9 0,0 30,8 
1,1 15,6 26,7 
0,0 0,0 100,0 
9,6 Sl,9 23,1 
7, 8 44 ,4 15,6 
0,0 50.0 50.0 
7 ,7 73,1 15.4 , 
i,8 66,7 18,9 
0,0 50,0 50,0 
015 -
AGREE 
32,4 
56,0 
7' 0 
29,7 
23 .8 
26,1 
0,0 
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13 ,0 
63 ,5 
47,8 
0,0 
1"5,4 
32,2 
0,0 
3,8 
6,7 
0,0 
STRONGl' 
DIS-
AGREE 
2,7 
8,3 
, , 
0,0 
0,0 
0 ,0 
0,0 
00 
0,0 
3,8 
8 ,9 
0,0 
0,0 
0,0 
0,0 
0,0 
0,0 
0 ,0 
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00 
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ISSUE : Cost of Service 
Category: TOTAL 
Adver tising will ca us e a decline in 
costs to the users of accounting 
services. 
I STRONGLY 
NE ITHER I AGREE STR(lNGlY 
NOR 01 5- 015 - OIS-
AGREE AGkEE AGREE AGREE AGREE 
I 
0,0 9,7 113,7 I 63,9-r-;,;J 
Advert ising, because it is expensfve, 3,5 52 ,8 26,4 16,0 1.4 
will ultimately add to the cost of 
accoun ting services. 
N 
00 
--J 
ISSUE: Cos t of Service 
Category: Size l M S 
kdl'ertising will cause a decline in 
costs to the users of accounting 
serl'ices. 
Advertising, because it is expensive, 
wi ii ultimatel y add to the cost of 
accounting services. 
Category: Experfence 0 E F 
Advert ising wiTl cause a decline in 
costs to the users of accounting 
services . 
Adver tising, because it is expensive, 
.... i11 ultimately add to the cos t of 
accounting services, 
STRONGLY 
AGREE AGREE 
I 0,0 B,O 
i 0 ,0 18 ,2 
I 0,0 , B,3 
2 ,0 36,0 
9,1 6),6 
2,B 61,1 
0,0 B,l 
0,0 10,3 
0,0 9,B 
---- -- -
0,0 38,3 
2,9 50 ,0 
7,3 68,) 
-_.- -
NEITHER 
AGREE STRONGl Y 
NOR DIS- DIS·· DIS-
AGREE AGREE AGREE 
20,0 68,0 4,0 
9,1 59,1 13 ,6 
I 
20,B I 62,S D,3 
\38 ,0 24,0 0,0 
I 13 ,6 13,6 0,0 
I 22,2 II,I 2,8 
23,S 68,3 0,0 
23 ,S 57,4 B,B 
7,3 70 ,7 12 ,2 
38,2 23,S 0,0 
30,9 14·,7 1,5 
I -~ 12,2 2,4 
ISSUE: Cost of Service 
Category: Age f', 8 C 
Advertising wfll cause a decline in 
costs to the users of accounting 
services, 
AdvertiSing, because it is expensive, 
will ul timately add to the cost of 
accounting services . 
Category: language A E a 
Advertising will cause a decline in 
costs to. the users of accountfng 
services. 
Advertising, because it is expensive, 
wi ll ultimately add to the cost of 
accounting services. 
STRryNGLY 
AGREE 
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0,0 
0,0 , 
0,0 
4,B 
4,3 
0,0 
0,0 
0,0 
1,9 
4,4 
0,0 
AGREE 
B, I 
11,9 
4,3 
32,4 
59,5 
60,9 
7,7 
11 ,I 
0,0 
57,7 
50,0 
50,0 
NEITHER 
AGREE 
NOR OIS-
AGREE 
27 ,0 
16,7 
13,0 
40,S 
23 ,8 
i 13,0 
19,2 
17 ,B 
50,0 
26,9 
25.6 
I 50,0 
DIS-
AGREE 
62,2 
63,1 
69,6 
24 ,3 
11_9 
17 ,4 
71,2 
60 ,0 
50,0 
11 ,5 
18·,9 
0,0 
STRONGl Y 
DIS-
AGREE 
2 7 
B,3 
13,0 
2,7 
0,0 
4 .~_ 
1,9 
11,1 
0,0 
1,9 
1, 1 
0 ,0 
N 
(Xl 
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ISSUE: (luality of service 
Cateqory: TOTAL 
No matte r how effective the f irm 's 
advertisino is. quality of service 
will in the end be the criteria used 
when apPoi nting an auditor. 
Adve rtisin!l will i"'rrove the quality 
of accounti ng servi ces. 
STRONGJ 
NEITHER 
AGREE STRONGl ~ 
NOR O1S- 015- 015-
AGPEE I AGREE AGREE AGREE AGREE 
14.6 05.8 I 11.1 I ".] J '.' 
0 .0 20.8 r 25.7 ,- ,i.~-T;.;] 
The quality of accounting services 2~8 =r-i~ -Fo.l 50 ,0 4,9 
wi ll decline if adver tising is allowed 
N 
CO 
<D 
ISSUE: ~uality of service 
Cateqory: Size l H S 
,';0 r.lat ter how effective the firm's 
tdvertisin~ is, quality of service 
\·dll in' the end be the criteria used 
\.hC!n appointing an auditor, 
;'<!vertisin9 will illlrrove the qua l ity 
of accounting services. 
The qua l it~ of accounting s~rvices 
tlill decline if advertising ' is allowed . 
Category: Experience 0 E F" 
No matte r how effective the finn's 
advertisin~ is, quality of service 
wi] J in the end be the criteria used 
when appointing an auditor. 
tjc! vertisin9 will illlnrove the quality 
of accounting services, 
The qualit~ of acco~nting services 
~,;ll decline if advertising is allowed . 
STRONGLY 
AGREE 
l 22 0 
I 4,5 
I 12,5 
0,0 
0,0 
0,0 
0,0 
9,1 
2,B 
20,6 
II,B 
14,6 
0 ,0 
0,0 
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1,9 
4,9 
NEITHER 
AGREE STRONGLY 
NOR D15- 015- 015-
AGREE AGREE AGREE AGREE 
62 0 4 0 12 0 o n 
27.3 18 2 31 B 18,2 
4[1 • ..} I 13,9 30,6 2,B 
34,0 30,0 34 ,0 2 ,0 
13,6 9 , 1 68,2 9,1 
13,9 27,8 50,0 B, J 
B,O 16,0 68,0 B,O 
9,1 31,8 50,0 0,0 
18,1 3~2 _ _ 3~5 __ 4,1 
53,6 5 ,9 10,0 0,0 
51,9 B, ' 23,5 2,9 
26,8 19,5 29.3 9,B 
-
36,0 10,0 44,1 I 0,0 
20,6 32,4 41,2 ~ 7,3 19,5 61,0 11,1 
5,2 T 32.4 53,6 B,B 
II,B I 10,6 60,3 4,4 
22,0 I 41,S 19,3 1,4 
ISSUE: (luality 0'£ service 
Cateqory: Age ABC 
No matte r how effective the finll's 
advertisin~ ~s, quality of service 
wi 11 in the end be the cri teri a used 
when appointing an auditor. 
Advertisin9 will improve the quality 
of accounting services. 
The qua1it~1 of accounting services 
will de·cline if advertis in 9 is allowed . 
Category: _ language A E [l 
No matter how eff,ective the firm's 
advertlsin~ i s, quality of service 
wi 11 in the el)d be the criter; a used 
when appointing an auditor . 
Advertisin9 will improve the quality 
of accounting services. 
The quality of accounting services 
will de·cline if advertising is allowed. 
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0,0 32.4 
0,0 17,9 
0,0 13,0 
0,0 5,4 
4,B IS ,S 
0,0 17 ,4 
~-
17 .3 40.4 
13,3 47,8 
0,0 100,0 
---- -- --
0,0 ?!,2 
0,0 20,0 
0,0 50,0 
1,9 19,2 
3,3 10,0 
0,0 0,0 
NEITHER 
AGREE 
NOR 015-
AGREE 
, 4 
13 I 
13.0 
T 14,3 
! 10 ,6 
i 17 ,4 
27,0 
25.0 
47,8 
17 . 3 
7,B 
0,0 
19,2 
30.0 
0:0 
38.5 
24 ,4 
0,0 
OIS-
AGREE 
116 
11 4 
39,1 
43.2 
45 ,2 
60,9 
59,5 
51,2 
30,4 
19,1 
17,B 
0,0 
57,7 
41,1 
50,0 
38,S 
55,6 
100,0 
STRONGl Y 
DIS-
AGREE 
00 
7 I 
0,0 
0,0 
B,3 
B,7 
B,I 
3,6 
4,3 
5,B 
3,3 
0,0 
1,9 
B,9 
0,0 
1,9 
6 7 
0 ,0 
N 
'" o 
APPENDIX B. 
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Responses to questions designed to test partners'opinions 
in respect of the placing, means and method of advertising . 
The appendices under the above heading were not broken down into separate 
issues as this was not applicable. The responses to each question posed 
were analysed in total, by size of firm, age, experience and language of 
respondents. The index for the relevant appendices appears below. 
Pages 
Category total 292-293 
size 294-298 
age 299-303 
experience 304-308 
1 anguage 309-313 
CATEGORY TOTAL 
1. A firm being able to advertise on radio 
1.1 Audit services 
1.2 M.A.S . 
1.3 Taxation & Estate Plann ing Services 
2. A fim being able to advertise on TV 
2.1 Audit se rvi ces 
2.2 M.A. S. 
2.3 Taxation & Es ta te Planning Services 
3. A f i rm being allowed to place adve,·tise-
men t s for ~vices 1n 
3.1 Non-financial sections of news-
papers 
3.2 Any financial publication 
3.3 Any professional journal e.g . legal 
3.4 Hon-finand al, non- profes sional 
journals (from S A Sport· to Scope) 
4. A firm being allowed to place advertise-
ments for M.A.S. in 
4.1 Non -financial sections of newspapers 
4.2 Any fin lmcial publication 
4.3 Any professional j ournal e.g . legal 
4.4 Non-financial non-profess ional 
journals (from S A Sport to Scope) 
0,0 6 ,9 
2 ,8 15 ,3 
2,1 17,4 
o 0 5 6 
2 • ~ 
2, 1 17,4 
1,4 15 , 3 
7,6 34 t O 
6,9 36,1 
0,7 8,3 
2 8 25.7 
9,7 51.4 
9 7 51 • 
I,' 12,5 
9,7 29,2 54 2 
. 12 ,5 31, 3 38 2 
1~_ 32 6 3~ 
_l~ ", "7 
--1l..8. ,.. 1.,6 
11 .1 30,6 3B 9 
12,5 30,6 40,3 
10,4 18,1 29,9 
11,1 18,1 27.8 
9.? 34 ,0 47,2 
139 " ,. .20 8 
11 1 14 .6 132 
11.1 ". 13.2 
13 ,2 39,6 33.3 
CATEG ORY TOTAL 
5. A finn being allowed to place advertise-
ments for Taxation & Estate Planning 
5.1 Non-financial sections of newspaper 
5.2 Any financi al publication 
5.3 Any professional journal e.g. legal 
5.4 Non-financial . non-professional 
jour"a 1 s (from S A Sport to Scope) 
6 . A finn being allowed to display at their 
offices the services they offer in 
respect of 
6.1 Audit 
6.2 M.A.S. 
6. 3 Taxation & Estate Planning 
7. A finn publi cally sponsoring the 
following types of event 
7.1 A financial qu iz/game 
7.2 A lecture tour by a w@ll known 
personality in the business world 
7.3 A sports tournament 
7.3.1 As major sponsor 
7.3.2 As parthl sponsor 
B. A f i nn being allowed to display on their 
stationery the se rvices they offer in 
respect of 
8. 1 Audit 
8.2 H.A.S. 
8.3 Taxation & Estate Plann i ng 
',2 31,9 
10,4 50 ,0 
9,7 52 ,1 
I" 16 0 
16 ,7 51.4 
...2? .. ' 58 ,3 
18,1 57,6 
017 9,7 
0,7 11,8 
11,8 45,8 
11,8 52,8 
l1 , B 52,8 
13.2 
11 ,8 
11,8 
15 3 
16,0 
16,0 
· Hi O' 
112 ,5 
15 ,3 
18 7 
18,1 
18,1 
30 ,6 
13.9 
13,2 
34 7 
9,0 
• 9 
4 ,9 
~l Q 
38,9 
_lS....l. 
11,1 
20 1 
139 
13 2 
17 ,. 
6 9 
3 5 
3 .5 
19 ,4 
19 4 
136 1 
33 ,3 
' , 1 
6,2 
11,1_012 
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CATEGORY TOTAL 
9. A finn being allowed to display on 
thei~ publications and bulletfns which 
are sent to clients the services they 
offer in respect of 
9 .1 Audi t services 
9.2 M.A.S. 
9.3 Taxation & Estate Plannin9 
10. A finn being able to release under the 
TRONGlY 
IN IN 
FAVOUR FAVOUR 
20,8 54,9 
21,5 61,R 
21 5 61 0 
STRONGl Y 
NEUTRAL OPPOSED OPPOSED 
11,8 8,3 4 2 
-
9 a 4 9 2 8 
9 a 4 9 2 IL 
finn's name, articles/bulletins/booklets r---r----,--'-,---r- -' 
on topics related to the services they 22.2 47.2 8,3 13.2 9,0 
offer (e.g. a tax guide) 
11. A ri m being allowed to display on the 
art i c1es / bu 11 et 1 ns/book l ets mentioned 
in Question 10. the services they 
offer in respect of 
11 . 1 Audit 
11.2 M.A.S. 
11.3 Taxation & Estate Planning 
12. A rim bein9 allowed to display their 
14,6 38.9 
16,0 44,4 
16,7 45,1 
10,4 21,5 14,6 
12,5 14,6 12 5 
11.1 14.6 12.5 
full name on Hems such n ties, cuff- L 6,9 22 .9 21.5 25 , 7 22,9 
links , cas ua l shirts 
13. A firm being allowed to advertise on 
billboa rds, bus stops and similar 
types of space 
14 . Partners of a finn being allowed to 
distribute business cards on which 
some form of advertising the firm's 
services appears. 
1-0,7 - 1 n~r;; [32,61;,1] 
7,6 142,4 117,. 119. 1!3 L:J 
CATEGORY : TOTAL 
15, A firm being allowed to put its name 
to press articles written by one of 
its membe rs • 
16 . A finn being allowed to advertise 
their services when placing advertise-
ments recruiting staff for their own 
purposes 
17 . A finn being allowed to ' advertise their 
servi ces when placi ng adve~tfsements 
recruiting staff on !tehalf of a clfent 
18. A finn being allowed to adve~tise 
burSolries offered for study at a 
recognised educational institution. 
19. A finn befng allowed publfcally to 
sponso~ a ~ in· an educational 
institution e .g. Jones & Jones 
Chair of Accounting 
20. A finn being able to use ~il'!ct mail 
advertising 
21. A finn being allowed to approach the 
client of another auditor fn an 
attempt to solicit business 
22. A pa~tner of a finn being allowed to 
solicit busi ness in a social 
atmosphere . 
[ 
STRONGL' 
OPPOSEO 
11,8-[56,2 I 13,9 11,1 1 6,9 
5,6 45.8 19,4 19,4 9,7 
I,' 12,5 13 ,9 50 ,0 22.2 
7,6 47.2 20.1 18;1 6,9 
7,6 32,6 20,8 28,5 10,4 
2,1 6,9 13,2 ~3JJ_I3~~7 
0,7 6.2 4,9 1 ~9~ J 58 .3 
0,7 120,8 125,7 28.5 b.,3 
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Category: SI ze L H S 
~" 'T STRONGL IN IN fAVOUR fAVOUR 
1. A finn being able to advertise 00 radio 
l 0,0 10 ,0 
1.1 Audit services , 0 ,0 4,5 , 
r 
I 0 ,0 5 ,6 
1.2 H AS 
1.3 Taxation & Estate Planning 
~ervjces 
2. A firm being able to advertise on TV 
2.1 Audit services 
2.2 MAS 
2.3 Taxation & [state Plann i ng Servic , 
4,0 
4,5 
1,4 
4,0 
0,0 
1,4 
0 ,0 
0 ,0 
0 ,0 
4,0 
4,5 
1,4 
4,0 
0,0 
1,4 
20,0 
13,6 
12.5 
22 ,0 
IIJ.2 
I 13 , 9 
10,0 
0,0 
4,2 
22,0 
13 ,6 
12 ,5 
24,0 
13,6 
13 ,9 
NEUTRAL OPPOSED 
16 0 ".n 
o 0 31 8 
8,3 22 .2 
16,0 32,0 
13,6 31 ,8 
9,7 30 ,5 . 
14.0 32 .0 
9,1 40 9 
11,1 30 ,6 
16,0 38,0 
9,1 22,7 
9 ,7 2a.6 
14,0 32 ,0 
18.2 22,7 
8 ,3 30,6 
12,0 32 ,0 
13 ,6 36,4 
S Z 27,8 
STRONGLY 
OPPOSED 
" .n 
. ., ', 
63.9 
28 ,0 
36 ,. 
45,8 
2a.o _ 
31 8 
43 1 
36 0 
68 2 
62 .5 
28 0 
40.9 
47,2 
28,0 
36 ,4 
I gZZ 
STRONGl 
IN 
fAVOUR 
Category: Size l tf S 
3. A firm being allo~d to place advertise-
ments for audit services in 
3.1 Non-financial sections of news-
papers 
3.2 Any financial publication 
3.3 Any professional journal e.g.legA 
3.4 Non-financial. non-professional 
journals (from S A Sport to Scope 
I 
) 
2,0 
4,5 
0,0 
~-
16,0 
4,5 
2 ,8 
14,0 
4,5 
2,8 
2,0 
0,0 
0,0 
---
IN 
fAVOUR 
26,0 
9,1 
9,7 
---
42.0 
36,4 
27,8 
44,0 
40,9 
29,2 
16,0 
4,5 
4,2 
N[UTRAl 
16.0 
9,1 
11.1 
8,0 
13,6 
11 ,1 
10,0 
9,1 
12,5 
14,0 
4,5 
8,3 
STRONGLY 
OPPOSED OPPOSED 
32 ,0 24.0 
36,4 1\0.9 
27.e I 51 ,4 
20,0 14,0 
13,6 31,8 
18 .1 --C-;O,3-
20,0 12,0 
18.2 27,3 
16,7. 38,9 
36,0 I 32,0 
36,4 I 54,S 
31,9 ; 55,6 
N 
'"" ..,. 
Category: Size L '\ S 
~ . II firm being allowed to place advert-
iscnents for MAS in 
4.1 Non-financhl sections of 
newspapers 
4.2 Any financial publication 
~ . 3 Any professional joumal e.g. 
lega 1 
4.4 Non-financial non-professional 
journals (from S A Sport to Scope) 
STRONGL 
IN 
FAVOUR 
4,0 
4,5 
1,4 
20,0 
4,5 
4,2 
20,0 
~.5 
4,2 
4,0 
0,0 
0,0 
IN I 
FAVOUR I NEUTRAL 
36 0 16 0 
22,7 13,6 
19,4 12,5 
62,0 4,0 
45,5 13,6 
45,8 15,3 
62 ,0 4,0 
45,5 13,6 
45 ,8 L25.3 
18,0 20.0 
18 ,2 4,5 
6,9 III 
STRONGLY 
OPPOSEO OPPOSED 
30 .0 '.0 
31 8 ' 7. , 
:U.5 29,L 
10,0 4,0 
18,2 18.2 
16,7 18,1 
10,0 4,0 
18,2 18.2 
16.7 18,1 
38,0 20,0 
36 ,4 40,9 
41 7 ,n , 
STRONGl 
IN 
Category: Size L ~ S FAVOUR 
5. A firm being allowed to place advertise-
ments for Taxati on & Estate Planning I 6 0 
5.1 Non-financial sections of 
n~lspaper 
5.2 Any financial publication 
5.3 ~ny professional journal e.g. lega 
5.4 Non-financial, non-professional 
journals (from S A Sport to Scope) 
; 
, 
, 
4,5 
l,B 
22,0 
4.? 
4,2 
20,0 
4,5 
4,2 
4,0 
0,0 
0,0 
IN 
FAVOUR NEUTRAL 
.. -~-
40 0 14.0 
31,8 9 I 
26,~ 13.9 
60,0 4,0 
36,4 22,7 
47,2 13,9 
62.0 4,0 
45,S 13,6 
47.2 16.7 
22.0 20 ,0 
22,7 4,5 
9,7 15,3 
-
OPPOSED 
n 
31 8 
278 
10,0 
18,2 
IS .3 
10.0 
18,2 
13.Q 
36 ,0 
27,3 
36, I 
STRONGl Y 
OPPOSED 
< n ! 
2' 7 
29 2 
4,0 
18,2 
19 4 
4,0 
1B,2 
18,1 
18,0 
45,5 
38 9 
N 
~ 
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Category: SizeL~\S 
6. A firm being allowed to display at their 
offices the services they offer in 
re spect of 
6 . 1 Audit 
6 . 2 ~1 ~ S 
6.3 Taxation & Estate Planning 
STRONGL 
IN 
fAVOUR 
26,0 
22,7 
B,3 
26,0 
22,7 
• ,1 
26,0 
22,1 
11,1 
IN 
fAVOUR 
60 0 
45,5 
47,2 
62,0 
54,5 
56,9 
·62,0 
54,5 
55,6 
NEUTRAL OPPOSED 
B 0 '.0 
13 6 13,6 
22,2 11,1 
B 0 2 0 
13 6 • I 
22,2 5 6 
B,O 2,0 
13,6 • ,1 
22,2 5,6 
STRONGLY 
OPPOSED 
'.0 
4 5 
11,1 
' n 
0.0 
5 6 
2,0 
0,0 
5,6 
Category: Size l M S 
7. A firm publical1y sponsoring the 
following types of event 
7.1 A financial Quiz/9ame 
7.2 A lecture tour by a well knQloIn 
personality i n the business world 
7.3 A sports tournament as major 
sponsor 
7.4 A sports tournament as partial 
sponsor 
STRONGl 
IN IN 
fAVOUR fAVOUR 
4,0 36,0 
0,0 22,1 
2,B 20,8 
10,0 50,0 
4,5 22.7 
2,B 25.0 
0,0 12,0 
0,0 4,5 
1,4 ',1 
0,0 14,0 
0,0 0,0 
1,4 13,9 
N[UTRAl OPPOSEO 
22,0 26,0 
IB,2 31 B 
18 , 1 36.1 
14,0 14,0 
18,2 31 B 
16,7 31,9 
16,0 44,0 
0,0 40,' 
13;. 3B,' 
22,0 lS,O 
13 6 4IL·' 
11,1 40,3 
STRONGLY 
OPPOSED 
-
12 0 
21 .3 
22 2 
12,0 
2Z1 
236 
28,0 
54.5 
lS,1 
28,0 
455 
33 3 
N 
'" 
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STRONGL 
IN 
Category: Size L M S fAVOUP. 
8. A finn beinq allowed to display on their 
stilt;onery the services they offer in 
I 18.0 respect 01 
8.1 Audit [18.2 
I 5.6 
18,0 
8.? !-1 A S r2~.6 
6.9 
18,0 
8.3 Taxation & Estate Planning 13 6 
IN 
FAVOUR 
42 2 
54,S 
45,8 
46,0 
59 ,I 
55,6 
46,0 
59.1. 
6,9 55,6 
--- - --
9. A fim: being allowed to display on their 
publications and bulletins which are sent 
to c hents £fie serv"es Efiey offer 1n 
respect Of 36.0 
9. I Audi t serv; ces 22 ,7 
9.7 
36,0 
9.2 MAS 22.7 
11,1 . 
36 .0 
9.3 Taxation & Estate Planning 22,7 
11,1 
52,0 
59 ,1 
55,6 
54.0 
63,6 
66,7 
54,0 
63 ,6 
66.7 
STRONGLY 
HEUTRAl OPPOSED OPPOSED 
24.0 1' .0 '0 
4 5 
--.2....l. ~ , 
I 19 4 19 4 3.L 
22.0 10 ,0 4 0 
'.5 9 1 13 6 
19,4 12,5 _5.6 _ 
22,0 10,0 4.0 
,.S q .1 13 6 
L...!..9,~,~,6 _ _ 
2.0 8.0 2.0 
4.5 . 4,5 9.1 
20,8 9.7 4.2 
4.0 4.0 . 2 ,0 
4.5 4 5 4....>-
13,9 5 ,6 2 8 
4.0 4,0' 2 .0 
4.5 4.5 4,5 
13,9 5.6 2.8 
Category: Size l M S 
10. A finn bein9 able to release under 
the firm's name, articles /bullet i ns / 
booklets on topics related to the 
servrces they offer (e .g. a tax guide) 
11. A firm bein9 allO'rJed to display on the 
articl es/bulletins/booklets mentioned 
1n QlIesbon 10. the serV1ces they 
offer in respect of 
11 .1 Audit 
11.2 f1 A S 
11,. 3 Taxation & Estate Planning 
12. A firm being allowed to disrlay their 
full name on items such as ties, cuff 
links, casual shirts 
'STRONGl 
IN 
fAVOUR 
l·2.0 
I 22,7 
I 8.3 
30,0 
13,6 
'.2 
30,0 
13,6 
6,9 
32,0 
13,6 
6 .9 
18,0 
0,0 
I 1,4 
13. A firm bein9 allowed to advertise on 
bill boards, bus stops and similar 
types of space. 
2.0 
0,0 
0,0 
IN 
FAVOUR N[uTRAl 
46,0 6,0 . . 
50,0 9 1 
, 47,2 9.7 
48,0 I 2,0 
31,8 ! 13,6 
, 
.!4~_ I 15,3 
54,0 I 6.0 
31,8 ! 18,2 
41.7 I 15,3 
54,0 4.0 
36,' 13,6 
41,7 15.3 
40,0 18 0 
18.2 273 
12,5 22.2 
8,0 ',0 
0 .0 9.1 
1.4 8.3 
OPPOSED 
--
• 0 
13 6 
19 • 
16,0 
22,7 
2't.O 
8.0 
18,2 . 
18 .1 
8.0 
18,2 
18,1 
I' 0 
22.7 
34.7 
50 ,0 
13,6 
26,4 
STRONGl 'f 
OPPOSED 
2 0 
4.5 
I 15,3 
',0 
18,2 
20.8 
l.L.... 
18 ,2 
18.1 
2.0 
18,2 
18,1 
-.lQ..Jl. 
3L.B. 
;:09.::0 
36.0 
77,3 
63,9 
N 
<.D 
...., 
Category: Size l H S 
14. Partners of a f i rm bein~ allowed to 
distribute business cards on which 
some form of adverbslng the fim's 
services appears. 
IS . A firm being al lowed to put its name 
to press articles written by one of 
its membe rs. 
16. A firm being allowed to advertise 
their services when placing advertise 
rr.ents I'ecruiting staff for thEir own 
purposes 
17. A finn being allowed to a 
their services when plac; 
ments recruitino s taff on 
~ -
vertfse 
g advertise-
behalf of a 
lB. A f,rm beino allowed to advertise 
bursaries offered for study at a 
recogn ised educational institution 
19 . A firm bein9 allowed publically to 
sponsor a !'lOst in an educational 
institut;on~q. Jones & Jones Chair 
of Accounting 
STRONGl 
IN 
FAVOUR 
18,0 
•• 5 
1.4 
281,8 
9,1 
I,' 
14 ,0 
0,0 
1,4 
',0 
0,0 
0,0 
20,0 
4,5 
L......£...O 
18,0 
0 ,0 
2,8 
IN 
fAVOUR NEUTRAL OPPOSED 
48 ,0 18.0 12 0 
31,8 13,6 31 8 
41,7 I 18,1 20.8 
58,0 1 8,0 4,0 
63,6 ! 4,5 13,. 
52,8 i 20,8 15,3 
60,0 114,0 12,0 
59,1 113,. 9 ,1 
31,9 i 25,0 27,8 
20.0 10.0 54.0 
, ,I 18,2 50,0 
8,3 15,3 47,2 
60,0 100 100 
40 ,9 22 7 18.2 
40,3 26.4 236 
44,0 14,0 22.0 
27.3 22.7 27,3 
26,4 25,0 33,3 
STRONGl Y 
OPPOSED 
4.0 
18 2 
18 I 
2,0 
9,1 
9.7 
0,0 
18,2 
13,9 
12,0 
22.7 
29.2 
nn 
", 
9.7 
2,0 
22.7 
I 12,5 
Category: Size l H S 
20. A firm being able to use direct mail 
advertising 
21. A firm being allowed to approach the 
client of another auditor in an 
attempt to SOliCit bUSiness 
22. A partner of a finn being allO\'/ed to 
solicit business in a social 
atmosphere. 
5TRONGL 
IN 
FAVOUR 
I 4,0 
! 4,5 
Lo-O_ 
2,0 
0,0 
0,0 
2,0 
0,0 
0,0 
IN:1::l . STR ONGLY 
FAV~UR NEUTRAL OPPOSED OPPOSED 
12 ,0 20 0 46 0 >An 
',5 4,5 409 45 . 5 
',2 11,1 on,7 431 
10,0 6,0 44.0 38,0 
9,1 0,0 :H.8 59.1 
2,8 5,6 19,4 .72 .2 
38,0 24,0 32 .0 4.L-
27,3 13.6 36 ,4 22 7 
6,' 30,6 _2~6 _~!hL_ 
N 
\.0 
OJ 
Category: Age ABC 
1. A firm being able to advertise on rad; 
1.1 Audi t servi ce s 
1.2tlAS 
1.3 Taxation & Estate Planning 
Services 
2 . A finn being able to advertise on TV 
2.1 Audit serv ices 
2.2 MAS 
2. 3 Ta xation & Estate Planning Service 
" 
IN IN STRONGLY STRON~LY I 
fAVDUP. fAVOUR I NEUTRAL 1 OPPOSED 1 OPPOSED 
0,0 2,7 24,3 29,7 43,2 
0,0 9,5 6,0 31,0 53,6 
0 ,0 4,3 i 0,0 21, 7 73 ,9 
2, 7 16.2 :=1 ,6 29,7 29 ,7 
3,6 IS,S 8,3 33 .3 39 .3 
0,0 13.0 13,0 26,1 47 ,8 
2 ,7 I 18 ,9 21,6 32,4 24,3 
2.4 I 16,7 8,3 34,S 38 ,1 
0,0 I 17 ,4 B, 7 26,1 47,8 
0,0 2,7 24 ,3 29 ,7 43 ,2 
0,0 7,1 9,5 29,8 53,6 
0,0 4,3 0 ,0 21~7 . 73,9 
2,7 W,9 18 ,9 29 , 7 29 .7 
3,6 15,5 8 , 3 31,0 41,7 
0,0 13,0 13,0 26,1 47 , 8 
2,7 21 ,6 18.9 29.7 27,0 
2, 4 15.5 8,3 32 .1 41.7 
0 ,0 17 .4 8,7 26 ,1 I 47,8 
Category: AgeABC 
3. A firm being allowed to place advertise-
ments for audit services in 
3.1 Non-financial sections of news· 
papers 
3.2 Any financ ial publication 
3.3 A~y professional journal e.g. legal 
3.4 Non-financial. non-professional 
journals (from S A Sport to Scope I 
STRONGl' 
'N 
FAVOUR 
2 ,7 
1,2 
0,0 
13,5 
7,1 
0,0 
10.8 
7,1 
0,0 
2,7 
0 ,0 
0,0 
'N I 
FAVOUR J ti[UTRAL 
18,9 29,7 
16. 7 8,3 
4 ,3 0,0 
43.2 13.5 
33,3 9,5 
21 .7 8,7 
45 .9 13,5 
34.5 8,3 
26.1 17 ,4 
2,7 21,6 
11.9 : 6.0 
4,3 4 3 
OPPOSED 
21,6 
33 .3 
34,8 
8,1 
21 ,' 
21.7 
8,1 
21,4 
21,7 
35.1 
34,S 
30 • 
STRONGl Y 
OPPOSED 
27.0 
40,S 
60 9 
21,6 
28 ,6 
47,8 
21.6 
28 ,6 
34 .8 
37.8 
47,6 
~-
N 
<D 
<D 
Category: Age ABC 
<1. A firm being allowed to place advert-
isements for MAS in 
4.1 Non-financial sections of 
newspapers 
<1 .2 Any financial pu~lic3tion 
4.3 Any profess ional journal e.g. 
legal 
4.4 Non-financial non-professional journals (from 5 A Sport to Scope) 
STRONGl 
IN 
FAVOUP. 
I 5,' 
2,_ 
I 0,0 
18,9 
8.3 
0,0 
116,2 
8,3 
',3 
2,7 
1,2 
0,0 
IN I 
::V~UR_LEUTRAl 
29,7 29 ,7 
25,0 8 , 3 
21,7 8,? _ 
48,6 16,2 
52,4 8,3 
52,2 13,0 
51,4 18,~ 
52,4 7,1 
47,8 13,0 
10,8 29,7 
13,1 7 ,1 
13,0 8,7 
STRONGl Y 
OPPOSEO OPPOSED 
29,7 5,' 
39 3 25 0 
)~,1 ~,<1 ____ 
10,8 5,' 
15,5 IS,S 
17,4 17,4 
8,1 5,_ 
16,7 15 ,5 
17 " 17 ,4 
35,1 21,6 
40,5 38,1 
43,5 34,8 
Category: AgeA8C 
5, A firm being allowed to place advertise-
ments for Taxation & Estate Planning 
5.1 Non·financial sections of 
newspaper 
5 .2 A~ f inancial publication 
5.3 Any professional journal e.g. le9a 
5.4 Non-financial, non-professiona l joumals (from S A Sport to Scope) 
STRONGl 
IN 
FAVOUR 
5,_ 
',8 
0,0 
18,9 
8 , 3 
',3 
16,2 
8,3 
_,3 
2,7 
1,2 
0,0 
IN , 
FAVOUR 
35, 1 
31,0 
30,' 
51,4 
50.0 
47,8 
54,1 
52 .• 4 
47.8 
13,5 
16.7 
17,4 
'~IJTRAl O~POSE O 
32,4 24,3 
7,1 32,1 
• ,3 34,8 
16 ,2 10,8 
10.7 15,5 
8,7 13,0 
18,9 8,1 
8,3 15,5 
13.0 13,0 
29,7 29,7 
9,5 36 ,9 
13.0 34,8 
STRONGl Y 
OPPOSED I 
2,7 I 
25,0 ! 
"',-
2,7 
IS,S 
26,1 
2,7 
15,5 
21.7 
24,3 
35.7 
34,8 
w 
o 
o 
Cate ~:lOry: Aoe ABC 
6, A firm being allowed 
offices the services 
re spect of 
6,1 Aud it 
6.2 :·1 A S 
STRONGl Y I IN IN STRONGLY 
fAVOUR FAVOUR I NEUTRAL OPPOSED OPPOSED 
i 
to display at the;;:, __ -,~ __ ... __ ---;;--__ , __ -, 
they offer in I I 
1 27 ,0 '40 ,5 21,6 10.8 0,0 
13,1 59,5 10 ,7 8 ,3 8,3 
13,0 39 ,1 26,1 8,7 13,0 
27,0 48,6 21 ,6 2,7 0,0 
~3,1 65,S 10,7 4,8 6,0 
17,4 47 , 8 26.1 8,7 0,0 
27.0 48.6 21.6 2,7 00 
6.3 Taxation & Estate Planning 14.3 64,3 10.7 4,8 6 0 
17 ,4 47, 8 26 ,1 8 , 7 0,0 
Category: Age ABC 
7. A firm publically sponsoring the 
foll owing types of event 
7.1 A financial quiz/~ame 
7. 2 A lecture tour by a well knOl-m 
personality in the business worl 
7.3 A sports tournament as major 
sponsor 
7,4 A sports tournar.ltnt as partial 
sponsor 
STRONGl 
IN IN 
FAVOUR FAVOUR 
5,4 35,1 
2,4 25,0 
0,0 17,4 
10,8 43.2 
4,8 32> 1 
j 
0,0 21.7 
0,0 )3,5 
),2 9,5 
0,0 4,3 
0,0 21,6 
) ,2 9,5 
0,0 4,3 
NEUTRAL OPPOSED 
40,5 13.5 
14.3 36 ,9 
4,3 43,S 
29.7 10,8 
10,7 32, ) 
13 ,0 26,1 
35,1 35, ) 
3,6 47,6 
8 ,7 26,) 
35,1 29.7 
8,3 45.2 
8 7 JJ 4 
STRONGl Y 
OPPOSED 
5,4 
21,4 
34,8 
5,4 I 
20,2 I 
39 ,) I 
16,2 
38,) 
60 ,9 
13,5 
35 , 7 
'6 5 
w 
o 
..... 
STRONGL 
IN 
Category: Ane A 8 C FAV.oUR 
8. A finn bein~ allowed to display on their 
statione rv the services they offer i n 
respect 0; I 16,2 
8.1 Audit r 11 ,9 
L 4,3 
18,9 
IN 
FAVOUR 
48,6 
47 ,6 
34,8 
51.4 
STRONGLY 
NEUTRAL OPPOSED OPPOSEO 
'-
18.9 13,5 2,7 
17 ,9 13.1 9,5 
21,7 26.1 13 ,0 
21,6 8,1 0,0 
8.2~'AS 10.7 53,6 __ ~1.._ f-.9 5 '5 
4,3 52.2 
-----
18,9 
8.3 Taxation & Estate Planninq 10,7 
4,3 
9. A firm being allowed to display on their 
publications and bulletins which are sent 
to cl1ents tne serV1ces tney offer 1n 
respect Of 
27,0 
9.1 Audit services 19,0 
17,4 
27,0 
9.2 HAS 20,2 
17,4 
27 ,0 
9.3 Taxation & Estate Planning 20,2 
17 ,4 
51,4 
53.6 
52,2 
51.4 
60.7 
39,1 
56,8 
66,7 
52.2 
56,8 
66,7 
52,2 I 
1 1}~ _ _~1,7 __ _ 4.3 
21,6 8,1 0,0 
16,7 9,5 9,5 
17 4 21 7 4,3 
16.2 5 4 00 
11 ,9 ' , 8 3 6 
4,3 26,1 130 
16,2 0,0 0,0 
1,1 3.6 . 2,4 
4,3 17 • H.l 
16 ,2 0 ,0· 0,0 
1,1 3,6 2,' 
4,3 17 ,4 I 8,1 
Category: Age A 8 C 
10. A finn bein9 able to rt!lease under 
the finn's name. articles/bulletins/ 
booklets on topics related to the 
~ they offer (e.g. a tax 9uid~ ) 
_ dis~lay on the 
art; cl es /hull eti ns/bookl ets ment f oned 
1n Quesbon 10. the serV1ces they 
11.1 Audit 
11.2 HA S 
11.3 Taxation & Estate Planning 
12. A firm being allowed to display their 
full naml! on items such as ties. cuff 
links, casual shirts 
13. A finn being allowed to advertise on 
hill boards, bus stops and similar 
type s of space. 
ST~ONGl 
IN 
fAVOUR 
27,0 
21,4 
17 ,4 
21,6 
13.1 
8,1 
21.6 
15,5 
8,1 
21,6 
15.5 
13,0 
13,5 
6,0 
0,0 
2,1 
0,0 
0,0 
IN 
FAVOUR 
48.6 
45,2 
52,2 
37,8 
40,S 
34,8 
51,4 
39,3 
52.2 
51,4 
40;5 
52.2 
29,7 
21.4 
17,4 
2,1 
3,6 
4,3 
NEUTRAL 
-
16,2 
6,0 
4,3 
21,6 
1,1 
',3 
18 9 
10,7 
8,1 
18.9 
9,5 
4,3 
. 27,0 
20,2 
17,4 
18.9 
3,6 
0,0 
STRONGl Y 
OPPOSED OPPOSED 
8,1 0,0 I 
15,5 119 I 
13.0 13,0 l 
16 2 2 1 
25 0 14 3 
17 .4 34,8 
5 4 2.1 
20 2 14 3 
L........~,J_ 21,7 
5,4 2 1 
20,2 14.3 
8,1 
_ JJ_!_L 
21 ;6 8,1 
27,4 25,0 
26,1 39,1 
29,7 45 ,9 
36 ,9 56,0 
21.7 I 73,9 
<.v 
o 
N 
Category: AljeABC 
14. Partners of a firm being allowed to 
distribute business cards on which 
some form of adverbslng the fim's 
services appears. 
15. A firm being allowed to put its name 
to press arti cles written by one of 
i ts membe rs . 
16. A firm being allowed tc advertise 
their services when' placing adver:tise 
ments recruiting staff for their own 
purposes 
17, A firm being allowed to a 
their services when plad 
ments recruitina staff on 
client ~ 
vertise 
9 advertise-
beha 1f of a 
18. A firm beino allO'¥led to advertise 
bursaries offered for study at a 
recognlsed educational institution 
19, A firm bein!, allowed publically to 
sponsor a post in an educational 
institution~9. Jones & Jones Chair 
of Accounting 
STRONGL 
IN 
FAVOUR 
13,5 
7,1 
0,0 
16.2 
10,7 
~,7 
10,8 
4,8 
0,0 
2,7 
1,2 
0,0 
16 ,2 
4, 8 
4,3 
16,2 
4,8 
4,3 
---
IN 
FAVOUR NEUTRAL 
48 ,6 27,0 
44,0 14,3 
26,1 13,0 
59,5 24,3 
54,8 10,7 
56,5 8,/ 
54,1 21,6 
42,9 20 2 
43,5 13,0 
--
8,1 27,0 
13,1 9,5 
17 ,4 8,7 
45,9 29,7 
45,2 19,0 
56,S '8,7 
29,7 32,4 
34,S 17,9 
30,4 13,0 
OPPOSED 
8,1 
20,2 
34 ,8 
0,0 
14,3 
17,4 
13,5 
20 2 
26 ,1 
48,6 
47,6 
60,9 
8,1 
22,6 
17 ,4 
18,9 
29,8 
39,1 
STRONGLY 
OPPOSED 
2,7 
14,3 
26,1 
0,0 
• 5 
~ 
0 ,0 
II • 
I 17 ,4 
13,5 
28,6 
13,0 
o 0 
8,3 
13,0 
2,7 
13 ,1 
13,0 
Cate90ry: Age ABC 
20. A firm being able to use direct mail 
advertising 
21. A firm being allowed to approach the 
client of another auditor in an 
attempt to sollcH bUSlness 
22. A partner of a finn be;n!' allowed to 
solicit business in a social 
atmosphere. 
STRONGL 
IN IN 
fAVOUR FAVOUR NEUTRAL 
2,7 2,7 27,0 
2,4 ',5 8,3 
0,0 4,3 8,7 
2,7 2,7 13,5 
0,0 8,3 2,4 
0,0 4,3 0,0 
2,7 21,6 35,1 
0,0 20,2 27,4 
0,0 21,7 4,3 
OPPOSED 
37 8 
4S .2 
43,S 
32.4 
29,8 
26,1 
27,0 
27,4 
34,8 
STRONGL Y 
OPPOSED 
29 7 
34,5 
43.5 
48,6 
.59.5 
69,6 
13,5 
25,0 
39.1 
w 
o 
w 
Category: Experience 0 E F 
1. A fim being able to advertise on ra dio 
1. 1 Audi t servi ces 
1.2 H to. S 
1.3 Taxation & Estate Planning 
Services 
2. A f i rm bei ng able to advertise on TV 
2 .1 Audit services 
2. 2 MAS 
2. 3 Taxation & Estate Planning Servic· , 
STRONGl 
IN 
FAVOUP. 
I 0,0 
j 0 .0 
L 0,0 
5,9 
1,5 
2,4 
5 ,9 
1,5 
0 ,0 I 
0,0 
0,0 
0 ,0 
5,9 
1,5 
2,4 
5 .9 
1,5 
~-
IN I STRONGLY 
FAVOUR I NEUTRAL OPPOSED OPPOSED 
8,1 21.3 29 4 41 2 
e.B 8,8 33,8 48 5 
2,4 0,0 22 ,0 75.6 
17 .') I 21,3 26 5 29 4 
Hi,2 I 10,3 30,8 35 3 
12 ,2 J7~ L-~6,8 I.....il.4_ 
17 ,0 21,3 32,4 23,5 
17,6 10.3 36,8 33 ,8 
17, 1 4,9 26,8 51 ,2 
8,1 21,3 29,4 41 ,2 
5,9 13,2 30 ,9 50,0 
2,4 0 ,0 244 73 ,2 
20,0 . 18 3 26 5 '29 4 
16,2 10,3 33 8 38,2 
12,2 7, 3 26,8 51, 2 
-
20 .0 18 3 29 4 26 .5 
17 6 10 3 32 4 38 .2 
14,6 4,9 29.3 51 2 
Category: EXperience 0 E F 
3. A firm being allowed to place ad vertise-
ments f or audit services in 
3.1 Non-financial sections of news-
papers 
STRONGL 
IN 
FAVOUP. 
2, 
0,0 
~ 
3.2 Any financi al publication 
3.3 Any professional journal e.g .lega 
3.4 Non-financial. non-professional 
journals (from S A Sport to Scope 
I 
I 
20,6 
• ,4 
2,4 
14.7 
5,9 
2,4 
2 ,9 
0-,0 
0,0 
IN 
fAVOUR 
10,1 
14.7 
2 ,4 
44.8 
38.2 
17,1 
50,7 
36 ,8 
22.0 
-
8,1 
11,8 
2,' 
NEUTRAl OPPOSED 
23,5 23 5 
14,7 32. 
0 ,0 34 , 1 
14 ,7 8,1 
8,8 17 ,6 
9.8· 26.8 
14.7 8 ,1 
10.3 17 ,6 
9_.~ __ ~_ 
18,3 35,3 
8,8 32,' 
2,4 I 36,~ 
STRONGLY 
OPPOS£O 
20 ' 
38 2 
61,0 
11,8 
30 ,9 
43,_9 
11 .8 
29,4 
39,0 
35 .3 
4 7 ,I 
58,S 
---
w 
o 
.". 
Category: Experi ence 0 E F 
4. A firm being all owed to place advert-
iseme nts for HAS in 
4.1 Non-finaneh1 sections of 
newspapers 
4 .2 Any fi nan ~;al pub li ca tion 
4.3 Any profess ion al joumal e.g. 
legal 
4.4 Non-financial non-professional 
journals (from S A Sport to Scope) 
STRONGL 
IN 
FAVOUR 
8,8 
0,0 
2,4 
23,5 
7,4 
2,4 
20,6 
7,4 
4,9 
5,1. 
0 .0 
0.0 
IN 
FAVOUR 
40,0 
25,0 
17 .1 
53.6 
54.4 
43,9 
56 ,6 
52 .9 
43,9 
11,8 
14 ,7 
9. 8 
STRONGl Y 
NEUTRAL OPPOSEO OPPOSED 
26,S 20,6 8,1 
11,8 44,1 19, 1 
7,3 39,0 34.1 
14.0 2,9 5,9 
8 ,8 17 ,6 11 8 
12 ,2 19.5 22.0 
17 .0 0,0 5 ,9 
8,8 19 . 1 II .8 
9.8 19,5 22,0 
27,2 29,4 26 .5 
10,3 41.2 33,8 
4 .9 46,3 39,0 
Category: Experience 0 E F 
5 . A f.irm being allowed to place advertise-
ments f,?r Taxation & Estate Planning 
5.1 Non-financial sections of 
newspaper 
5.2 Any finan ci al publication 
5.-3 Any professional journal e.g. leg 
5.4 Non-financial. non-professional 
journals (from S A Sport to Scope 
STRONGL 
IN 
FAVOUR 
8.8 
2.9 
2.4 
23,S 
7.4 
4,9 
20,6 
7,4 . 
4.9 
5.9 
0.0 
0,0. 
IN 
FAVOUR 
~ -
38.9 
30.9 
26.8 
56 .6 
5 1.5 
41.5 
59.5 
52,9 
43 ,9 
14.0 
17 6 
14.6 
NEUTRAL OPPOSED 
--
29 4 ,n 6 
11,8 33 8 
2.4 34,1 
14,7 2.9 
10,3 17.6 
12.2 17. ! 
17.0 0 .0 
10 .3 17 ,6 
9.8 17,1 
27.2 29,4 
11.8 " , 
9 8 39,0 
STRONGLY 
OPPOSED 
' , 
20 6 
34,1 
2.?_ 
13,2 
24.4 
2.9 
II 8 
2~_ 
23,S 
'0 , 
36,6 
w 
o 
t11 
Category: Experience 0 E F 
6. A finn being allowed to display at the i r 
offices the services they offer in 
res pect of 
6.1 Audit 
6. 2 HAS 
6. 3 Ta xa tion & Estate Planning 
STRONGL 
IN 
FAVOUR 
29,4 
13.2 
12.2 
29 .4 
14.7 
12.2 
29,4 
16.2 
12,2 
IN 
FAVOUR 
41.9 
61.8 
41.5 
44.8 
67,6 
53,7 
44,8 
66,2 
53,7 
STRONGLY 
NEUTRAL OPPOSED OPPOS£O 
20.0 88 0.0 
8.8 8.8 7 • 
, 
I 24.'._ . 9.8 12.2 
23,S 2.0 0.0 
8.8 
'.' '.' 
22,0 7,3 __ -~ 
23,S 2.0 0.0 
8.8 
'.' •• 
22,0 7.3 • • 9 
-
Category: Experience 0 E F 
7. A finn publical1y sponsoring the 
follCl'1oting types of event 
7.1 A financial quiz/game 
7.2 A lecture tour by a well known 
personality in the busine ss worl 
7.3 A sports tournament as major 
sponsor 
7.4 A sports tournament as partial 
sponsor 
d 
STRONGL 
IN 
FAVOUR 
5.9 
2 .9 
0.0 
l1,B 
'.' 
2.' 
0,0 
1,5 
0,0 
0,0 
.1.5 
0,0 
IN 
FAVOUR 
33,1 
27,9 
17,1 I 
41.9 
32,4 
26,8 
11 ,1 
13.2 
2,' 
17,0 
14,7 
2.' 
NEUTRAL OPPOSED 
38.2 17,6 
17,6 38,2 
7.3 34,1 
26,5 14,0 
14,7 33.8 
9.8 22,0 
26 .5 41,9 
8,8 47,1 
7,3 29,3 
.27,2 38,2 
11,8 44.1 
9,8 31,7 
STRONGL Y 
OPPOSEO 
5 ~ 
13 ,2 
41,5 
5.9 
14,7 
~-,Q-
20,6 
29,4 
61,0 
17 .6 
27,9 
56.1 
w 
o 
'" 
-_. 
STRONGL 
I" 
Cateqory: Experience 0 E F fAVOUR 
8. A finn bein9 al1o~ted to display on their 
stationery the services they offer in 
r espect ol 23,5 
8. 1 Audit 8.8 
7.3 
26.5 
8.2 HAS 8.8 
4 .9 L..._ 
26 .5 
8. 3 Taxation & Estate Planning 8.8 
~9 __ 
9. A finn being allowed to display on their 
pub l ications and bulletins whi ch are sent 
to cl1ents die serV1 ces t~ey oHer 1n 
r('spect Of 
35,3 
9. I Audit services 17,6 
14,6 
35.3 
9 .2 HAS 19,1 
14 .6 
35,3 
9. 3 Taxation & Estate Planning 19.1 
14.6 
I" 
FAVOUR 
44,8 
48,S 
41,S 
44,8 
57,4 
I 51,2 
44,8 
57,4 
51,2 
50,7 
60,3 
48,8 
50,7 
67,6 
61,0 
50, 7 
67,6 
61.0 
NEUTRAL OPPOSED 
14.0 17,6 
206 14 7 
19 5 14 6 
--
17.0 11,8 
19,1 8.8 
17 ,I 14,6 
17.0 11,8 
19 1 8 8 
17,1 14,6 
ll,l 2.9 
13,2 5.9 
9 8 17 1 
14.0 0.0 
7.4 2.9 
7.3 
__ 12.2 
14,0 0 .0 
7.4 2.9 
7.3 12 ,2 
STRO"GLY 
OPPOSED 
o 0 
7.4 
17 .1 
0.0 
5 .9 
12,2 
0.0 
5 9 
12.2 
0.0 
29 
.3,8 
00 
2. 9 
4.9 
0 .0 
2 9 
4.9 
Category: Experience DE f 
10. A finn being able to release under 
the finn's name, articles/bulletins/ 
booklets on t op ics related to the 
serV1ces they offer (e.g. a tax guide ) 
11. A finn be i ng al lO\>Jed to dis play on the 
articles/bulletins/booklets mentioned 
1n Qtlesbon 10. the serl1 ces they 
offer in respect of 
11 .1 Audit 
11.2 HAS 
11.3 Taxation & Estate Planning 
12. A finn being allowed to di sl11ay their 
full name on items such liS ties. cuff 
links , casual shirts 
13 . A fintl being allowed to ad vertise on 
bi l l boards. bus stops and simi lar 
types of space. 
STRONGL 
I" I" 
FAVOUR fAVOUR 
-----
32 .4 44,8 
22.1 45,6 
14 ,6 51.2 
26.5 38.9 
Il .8 39.7 
9.8 36.6 
26,5 47,8 
14 ,7 41.2 
'.8 46.3 
26,S 50,7 
14.7 41,2 
12.2 46.3 
17,6 27 ,2 
5.' 27.9 
0.0 9.8 
2.' 2.' 
0 .0 2. ' 
0.0 4.9 
NEUTRAL OPPOSEO 
14,0 88 
5.' 16.2 
~_!.?,2 
14,0 20.6 
13.2 20,6 
2.4 24,4 
17,D a.8 
13,2 16.2 
7.3 17 .1 
14,0 8.8 
13,2 16 2 
4.' 17.1 
17 .0 26.5 
23,S 26 ,S 
22,0 24,4 
14,0 39.5 
7.4 35.3 
0.0 22,0 
STRONGLY 
OPPOSED 
00 
10 .3 , 
14,6 
0 .0 I 
14.7 I 
26.8 I 
0.0 
14,7 
19.5 
0.0 
14 7 
19,5 
11 ,8 
16.2 
43,9 
41.2 
54,4 
I 73.2 
w 
o 
" 
Category: Experience 0 E F 
14. Partners of a fi rm beinQ allowed to 
distribut e business cards on wh ich 
some form of adverils 1ng the fil"l!l' s 
ser vices appears. 
15 . A f irm bei ng allowed to put its name 
to pres s articles written by or.e of 
its rrembers. 
16. A firm being allowed to adverti se 
thei r services when placing advertise 
ments recruiting staff for thei r own 
pU:'poses 
17. A firm being allowed to a 
their servi ces when placi 
ments recruiting staff on 
client 
dvertise 
ng advertise-
beha If of a 
STRONGLl 
'" FAVOUP. 
20,6 
5.9 ' 
0 ,0 
20.6 
10 ,3 
7,3 
14,7 
4,4 
~--
5 ,9 
0,0 
0,0 
'---- -
18. A flrm beina allowed to advertise 
bursaries offered {or study at a 
recognlsed educational insti tution 
19. A firm bein9 allowed publically to 
sponsor a nost in an educational 
institutiofl'e.Q. Jones & Jones Chair 
of Accounting ' 
20,6 
4, 4 
!.,,_4 
20,6 
4,4 
2,4 
IN 
FAVOUR 
44.8 
47 .1 
31,7 
53.6 
63.2 
46.3 
50,7 
44,1 
_43,9 
11,8 
11,8 
14,6 
3B,9 
52,9 
43 ,9 
30 ,1 
35 . 3 
29 . 3 
NEUTRAL OPPOSEO 
23.5 B,l 
17.6 20 6 
I 12 .2 26.8 
23.5 2,2 
11.8 10.3 
9,B 19.5 
23,5 lI ol 
19 ,1 26,S 
17 ,I 14.6 
17,0 50.7 
14.7 50.0 
9,B 48,8 
29,4 11.1 
20,6 19. 1 
12,2 22 ,0 
32,4 17 10 
19,1 30,9 
14.6 34.1 
STRONGLY 
OPPOSED 
2,9 
B B 
29.3 
0,0 
4,4 
17 .1 
0,0 
5 9 
24,4 
14,7 
23 .5 
26.8 
0,0 
2,9 
19,5 
0 ,0 
10 3 
19,5 
Category: Experience D E F 
20. A firm being able to use direc t mail 
advertiS ing 
21. A firm being allowed to 3pproach the 
client o{ another auditor in an 
attempt to SOll C1£ buslness 
22. A partner o{ a {inn bein9 allowed to 
solicit business in a soci al 
atmosphe re. 
STRONGl 
IN 
FAVOUR 
5,2 
0 ,0 
2,4 
2 ,9 
0 ,0 
0,0 
2,2-
0,0 
~.O 
IN 
FAVOUR NEUTRAL 
3,6 20,6 
10.3 13,2 
2,4 7,3 
5 .~ 11,8 
7,4 2,' 
4 ~ 9 2,4 
26,S 36 ,0 
19 , 1 27,' 
1~.5 12,L ~ 
OPPOSEO 
47,1 
44,1 
39 ,0 
j8.9 
29.4 
22,0 
26.5 
32,4 
0~,4_ 
STRONGLY 
OPPOSEO 
23,S 
32,4 
48.8 
41,2 
60 3 
· 70,7 
B,8 
20.6 
43,9_ 
w 
o 
00 
Category: lan~uaQe A E a 
1. A finn being able to advertise on radi 
1.1 Aud; t serv; ces 
1.2 HAS 
1 . 3 Ta)(at~on & Estate Planning 
Services 
2. A firm being able to advertise on TV 
2.1 Audit services 
2.2 MAS 
2. 3 Taxation & ~state Planning Service 
-
STRONGL 
IN 
FAVOUR 
0,0 
0,0 
0,0 
- -- -
1,9 
3,3 
0,0 
1,9 
2,2 
0,0 
0 ,0 
0,0 
0,0 
1,9 
3,3 
0,0 
1 ,9 
2,2 
0,0 
IN 
FAVOUR NEUTRAL OPPOSED 
7,7 9,6 21,2 
6, 7 8,9 34,4 
0,0 50,0 --~~ 
- -----
9,6 I 19 , 2 23 1 
18,9 ! 7, 8 36,7 
0,0 I 50,0 0,0 
11 ,5 15. 4 25.0 
21,1 8,9 37,8 
0,0 50 ,0 0,0 
5,8 11,5 23.1 
5,6 11. 1 32,2 
0,0 50,0 0,0 
9,6 19.2 23,1 
20,0 6,7 34,4 
0 ,0 50,0 0,0 
11.5 15,4 25 a 
21,1 7,8 34,4 
0,0 50.0 0 ,0 
STRONGLY 
OPPOSED 
61,5 
50 ,0 
50,0 
'6 2 
33 ,3 
50,0 
46,2 
30 ,0 
50 .0 
59,6 
51.1 
50 ,0 
.6 2 
35,6 
50,0 
46 2 
34 4 
50.0 
Category: lan~uaqe A E a 
3. A finn being allo'/lt!d to place advert i se 
ments for audit services in 
3.1 Non-financhl sections of news-
papers 
3.2 Any financial publication 
3.3 Any profe5si~nal journal e.g.lega 
3.4 Non-fi nan ci al, non-professional 
journals (from S A Sport to Scope 
I 
I 
STRONGl 
IN 
FAVOUR 
0,0 
2,2 
0,0 
3,8 
10,0 
0,0 
1,9 
10.0 
0,0 
0,0 
1,1 
0,0 
IN 
FAVOUR NeUTRAL 
13,5 13.5 
16.7 11,1 
0,0 50,0 
30,8 17 .3 
35,6 4,6 
50,0 50,0 
34,6 17 ,3 
36,7 6,7 
50,0 50,0 
7,7 I~,S 
8,9 6,7 
0,0 50,0 
OPPOSED 
26,9 
32,2 
50,0 
9,6 
21,3 
0 ,0 
11 ,5 
22,2 
O,Q 
23,1 
40,0 
50,0 
STRONGl Y 
OPPOSED 
46 2 
·37,8 
0, 0 
38 ,S 
26,6 
0,0 
34,6 
24 ,4 
0,0 
55 , 8 
433 
0,0 
w 
o 
\D 
Category: language A E 0 
4. A firm being all owed to place advert-
isements for HAS in 
4 . 1 Non-financial sections of 
newspapers 
4. 2 Any financial publication 
4.3 Any professional journal e.g . 
l egal 
4.4 Non-financia l non-professional 
journals (from .S A Sport to Scope 
I 
I 
I 
STRONGl 
fN 
FAVOUR 
0,0 
',' 
0,0 
1,9 
14,4 
0,0 
3 ,8 
13,3 
0,0 
0,0 
2,2 
0,0 
fN 
FAVOUR 
19,2 
30,0 
I 0,0 
4B,1 
53 , 3 
50,0 
44,2 
55,6 
50,0 
9,6 
14,4 
0,0 
I 
NEUTRAL OPPOSED 
STRONGLYI 
OPPOSED I 
I 
19,2 36 ,5 25,0 
10,0 36.7 18.9 
I 50,0 50,0 0 ,0 
15,4 15,4 19,2 
7 8 14 • '0 .0 
50 ,0 I 0,0 0,0 
15.4 17 ,3 19,2 
7,8 13,3 10,0 
50,0 0,0 0,0 
15,4 36,5 38,5 
11,1 41 f 31 1 
50 ,0 50,0 00 
Category: language A E 0 
5. A firm being allowed to place advertise-
ments for Taxation & Estate Planning I 
5.1 Non-financial sections of 
newspaper 
5.2 Any financial publication 
5. 3 Any professional journal e.g. lega 
5.4 Non - financial. non-professi onal 
journals (from S A Sport to Scope) 
i 
I 
STRONGl 
fN 
FAVOUR 
0,0 
6,7 
0,0 
3,8 
14,4 
0,0 
3,8 
13,3 
0,0 
0,0 
2,2 
0,0 
fN 
FAVO.UR 
28,8 
34.4 
0,0 
44.2 
53,3 
50,0 
'6,2 
55,6 
50,0 
9,6 
20,0 
0,0 ' 
NEUTRAL OPPOSED 
15.4 28.8 
11,1 31,1 
50 ,0 . 50,0 
17 ,3 15,4 
7,8 13,3 
50.0 0,0 
13,5 17 3 
10,0 11,1 
50,0 0,0 
21,2 26,9 
11,1 38,9 
50,0 50.0 
STRONGLY 
OPPOS£O 
26.9 
16,7 
0,0 
19,2 
11,1 
~-
19 2 
10 0 
0,0 
42,3 
27,8 
0,0 
w 
..... 
o 
Category: l anguaqe A E 0 
6 . A finn being allowed to display at their 
offi ces the services they offer in 
respect of 
6.1 Audit 
6.2 HAS 
6.3 Taxation & Estate Planning 
STRONGl 
IN 
FAVOUR 
-
11,5 
20,0 
0,0 
15,4 
18,9 
0,0 
15,4 
20,0 
0,0 
IN 
FAVOUR 
-
53,8 
48,9 
I 100,0 I 
55,8 
53 ,9 
,00,0 
55,8 
57,8 
100,0 
STRONGLY 
NEUTRAL OPPOSEO OPPOSED 
25,0 7,7 I,' 
II I 100 10 .0 
0,0 0,0 0.0 
2 J ,I 3,8 I,' 
12,2 5,6 4,4 
0,0 0,0 0,0 
23,1 3, 8 I,' 
12,2 5,6 4,4 
0 ,0 0,0 
--
0,0_ 
Category; lanqu aoe A E a 
7. A firm publical1y sponsoring the 
foll[Ming types of event 
7.1 A financial quiz/game 
I . l A lecture tour by a weil known 
personal1ty in the business world 
7.3 ' A sports tournament as major 
sponsor 
7.4 A sports tournament as parthl 
sponsor 
STRONGl 
IN 
FAVOUR 
0,0 
4,4 
0,0 
0,0 
8,' 
0,0 
0,0 
1,1 
0,0 
0,0 
1,1 
0,0 
IN 
FAVOUR 
-
28,8 
24,4 
50 ,a 
32,7 
33.3 
I 50,0 
7,7 
11,1 
0,0 
7,7 
14,4 
0,0 
-
NEUTRAL OPPOSED 
23,1 3D ,8 
16 , 7 33,3 
50,0 0,0 
26,' 25,0 
8,' 26,7 
50,0 0,0 
13.5 36 ,5 
11,1 43,3 
50,0 SO ,a 
15,4 34,6 
14 ,4 41,1 
50 ,0 50,0 
STRONGLY 
OPPOSED 
17 ,3 
21,1 
0,0 
15,4 
22,2 
0,0 
42,3 
33 3 
0,0 
I 42,3 
I 28,' 
i 00 
w 
...... 
...... 
Category: LanguaQe A E 0 
B. A finn bein~ allowed to display on their 
stationery the services they offer i n 
respect Of 
8.1 Aud i t 
I 
8.2 !'1 A S 
8.3 Taxation & Estate Planning 
g. A firm being allowed to display on their 
publications and bulletins which are sent 
to chenEs Efie serV1ces Efiey oHer 1n 
re spect of 
9. I Aud i t servi ces 
STRONGl 
IN 
FAVOUR 
J ,8 
16,7 
0,0 
J,8 
16,7 
0,0 
J , 8 
16,7 
0,0 
13,5 
24,4 
50,0 
15,4 
9.2 MAS 24,4 
50,0 
15,4 
9 . 3 Taxation & Estate Planning 24,4 
50,0 
IN 
FAVOUR 
48,1 
4J ,J 
, 100 ,0 
55,6 
50,0 
100,0 
55,8 
50 ,0 
100,0 
51,9 
56,7 
SO,O 
57,7 
64,4 
50 ,0 
57,7 
64,4 
50,0 
~-
STRONGLY 
NEUTRAL OPPOSED OPPOSED 
, 
25,0 13,5 9,6 
15,6 16,7 7,R I 
0,0 0,0 0,0 
21,2 9,6 9,6 I 
16,7 12 2 4 4 
0,0 o 0 ___ 0..L0_ 
21,2 9,6 9,' 
16 ,7 12,2 4,4 
0,0 0,0 0 ,0 I 
21,2 9,6 I J,8 
6,7 7,8 I 4,4 
, 
0,0 0,0 
, 
I 0,0 
17,3 S,8 J 8 
4,4 4.4 2 2 
0,0 0,0 0,0 
17 ,3 5,8 J.8 
4,4 4,4 2,2 
0,3 0,0 I 0,0 
-----
Category: language A E 0 
10. A finn being able to release under 
the firm's name, articles/bulletins/ 
booklets on topics related to the 
servrces they offer (e.g. a tax guide I 
11. A firm be;n!) al10'tted to display on the 
artie1 es/bull etins/booklets mentioned 
1n Quesbon 10 . tfie serv1ces they 
offer in respect of 
11.1 Audit 
11.2 MAS 
11.3 Taxation & Estate Planning 
12 . A finn being allowed to disrhy their 
full name on items such as ties, cuff 
links, casual shirts 
13 . A fim being allowed to adverti se on 
bill boards, bus stops and similar 
types of space. 
STROHGl 
IN 
FAVOUR 
9,' 
30,0 
0,0 
5,8 
20,0 
0,0 
7,7 
21.1 
0,0 
9,' 
21,1 
0,0 
1,9 
10 ,0 
0,0 
0,0 
1, 1 
0,0 
IN 
FAVOUR 
42,3 
48,9 
I 100,0 
34,6 
40,0 
100,0 
40,4 
45,6 
100,0 
40 , 4 
46,7 
100,0 
21,2 
24.4 
0,0 
J,3 
J,3 
0,0 
NEUTRAL 
15.4 
4,4 
0 ,0 
19,2 
5,' 
0 ,0 
19,2 
8,9 
0,0 
17 J 
7,8 
0,0 
42,3 
8,9 
5_0,0 
9,' 
4,4 
50,0 
STRONGLY 
OPPOSED OPPOSED 
19,2 13 ,5 I 
10,0 6,7 ! 
0,0 0,0 I 
21,2 19.2 I 
22,2 12,2 
0,0 0,0 
15,4 17 ,3 
14,4 10 0 
0,0 0,0 
15 4 17 J 
14,4 10 0 
0,0 00 
13,5 21,2 
J2 ,2 24.4 
50,0 0,0 
26,9 59,6 
36 ,7 54,4 
0,0 ! 50,0 
W 
>-' 
N 
Category: langua~e A E a 
14. Partners of a firm bein~ lI110wed to 
distribute business cards on which 
some fo rm of adverbs lng the fim 's 
se r vices appears. 
15 . A firm bei ng allowed to put its nllme 
t o press art icles wr itten by one of 
its members. 
16. A firm being all owed to advertise 
their servi ces when placing advertise 
n,ents recruiting staff for their ('WTl 
purposes 
17. A fi rm being allowed to lid 
thei r services when placin 
men ts recruitina staff on £!.i!!!.! -
vertfse 
g advertise-
beha If of a 
18. A f i rm beino all O'tled to adverti se 
bursarieS offered for study at a 
,'ecognl sed educa tional institut ion 
19. A firm being allowed publfcal1y to 
sponsor a post in an educa tional 
institution~g . Jones & Jones Cha ir 
of Accounting 
STRONGl 
,. 
FAVOUR 
I ", 
, 
: lI, l 
I 0,0 
5 , 8 
15,6 
0,0 
',' 
7,8 
0,0 
',' 
1,1 
0, 0 
7,7 
7 ,8 
0,0 
5,8 
8 ,' 
0,0 
,. 
FAVOUR NEUTRAL 
38,S 15,4 
43,3 18,9 
, 100 ,0 I 0, 0 
5' ,6 
" 1 
53,3 11 , I 
100,0 0,0 
44,2 2!:.: ,O 
46,7 15,6 
50 ,0 50 ,0 
---
7,7 19,2 
15 ,6 10 ,0 
0,0 50 ,0 
38,S 28 8 
51 ,2 14 4 
5.0 ,a 50 ,0 
23 ,1 28 , 8 
37 8 lU 
50 ,a 50 ,0 
STRONGLY 
OPPOSED OPPOSED 
23,1 21,2 
17,8 8,' 
0,0 
- . -~,~ 
7 7 7 7 -
IJ 3 6 7 
0,0 0,0 
17,3 U,5 
21 . 1 0,' 
0,0 0,0 
50,0 2' 2 
50 ,0 23,3 
, 
50,0 
, 
.J---.!l .• L 
17 3 7.7 
18 , 6,7 
0 ,0 00 
28 ,8 13 5 
I ? n , 8,' 
0,0 0,0 
Category: Lan9uaoe A E 0 
20. A f i rm being able to use direct mail 
ad vertising 
21. A f inn be ing allowed t o approach the 
client of another auditor i n an 
atte,npt to so bcH oUSlness 
22. A partner of a finn being al1O'tled to 
soli cit bus i ness in a social 
atmosphere . 
STRONGl 
IN IN 
FAVOUR FAVOU'R NEUTRAL 
I,' 7,7 19.2 
2,2 6,7 7,8 
0,0 0,0 100 ,0 
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Responses to questions designed to test partners' opinions 
in respect of the overall content of advertisements for 
professional accounting services. 
The appendices under the above heading were not broken down into separate 
issues as this was not applicable. The responses to each question posed 
were analysed in total, by size of firm, age, experience and language of 
respondents . The index for the relevant appendices appears below. 
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6,0 
31,8 
26,4 
6,0 
31,8 
31,9 
4,0 
22.7 
12,5 
I 
w 
.... 
0'> 
(J~eco l'Y: Sizel~I S 
J . °ersonal appeals 
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c1 ients 
2.2 Number of MTop 100M companies as 
c1 ients 
2.3 ~lelllber of ~Bi9 !:I" 
2.4 Details of particular achievement 
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